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Style No. E-206 
Boy’ “Buster 
Welt Oxford with 
upper of lustrous black kid leather, oak leather 


sole and half rubber heel. Carried in stock in 
A, B, C and D widths. Sizes | to 6. 


pal picture in the right shoe of every 
pair.”’ 
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Just as the EMPIRE STATE BUILDING domi- 
nates the New York sky line, BUSTER BROWN 
SHOES tower above all others in reputation, 
style, and quality. 


OUTSTANDING 


Buster Brown Shoes, for boys and girls of all 
ages, are sold by high class stores everywhere. 


Row Doe Gorwngany © MANUFACTURERS + ST. LOUIS, MO. 


Also makers of Brownbilt and Air-step shoes 


When writing advertisers please mention Boot and Shoe Recorder 
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VOICE or THE TRADE 


THE success of the Detroit plan of 
delaying clearances until the 15th 
of July has been an example for 
other communities to venture down 
the same path of progress. A dozen 
cities have set “clearance dates” 
this season. 

















Ralph T. Runkle of the Bootery 
in Santa Barbara, Cal., reports that 
Santa Barbara will not hold shoe 
clearances until after the 15th of 
August, by mutual agreement of 
the independent merchants of that 
community. 

The Detroit move was essentially 
based upon cooperative effort. 
Nathan Hack, president of the De- 
troit Retail Shoe Dealers Associ- 
ation, says: 

“Unity is possible where the shoe 
dealers are sincere and honest in 
their quest. The plan has enabled 
them to increase the regular sea- 
son by eight additional full-price 
selling days, and yet have ample 
time to dispose of their Summer 
shoes during the remainder of the 
month. Not one dealer failed to 
live up to his word—everyone held 
off all clearance sales until July 15. 

“A majority of shoe men have 
expressed a desire to make this ex- 
veriment a permanent institution. 


This will eventually kill off the 


consumer habit of buying only on 
sales. The customer who buys late 
is good for only one pair of Sum- 
mer shoes, but the one who buys 
early, as this encourages them to 
do, is usually good for two pairs 
for the season.” 


° # * * 


PLANs for civic shopping centers 
are being made all over the country 
by traffic engineers. That looks like 
something new in shopping service, 
or service of the city to shoppers as 
well as storekeepers. The idea, in 
a gencral way, is to build a major 
parking zone near the chief shop- 
ping center of the city, and to build 
wide approaches to it, the streets 
to have wide sidewalks as well as 
wide roadways, so shoppers will 
be able to park their cars, and then 


PROBLEM 
, arpever 
- 


N | 





walk along the sidewalks to the 
stores. It looks like one means to 
hold “auto trade” and to bring rid- 
ing customers to stores in the city. 

The engineers, in supporting 
their plan, bring out a phase of the 
problem of motor traffic that is of 
general interest to men of the shoe 
trade. They set forth that the losses 
caused by automobile accidents in 
city centers are greater each year 
than are losses from fire or crime. 
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If money is lost in automobile acci- 
dents it cannot be spent for goods 


in stores. 
* * * 


J. T. PEDIGO, president of Ped- 
igo-Lake Shoe Company, in a let- 
ter sent to the trade, says: 

THE SEASONS 


SPRING SUMMER 
WINTER 


LATE FALL 


“The Fall season comprises at 
least three distinct retailing periods, 
as related to types suited to best 
fashion demand—EARLY FALL, 
MID-FALL and LATE FALL AND 
WINTER, broadly considered. 
None of which you can afford to 
miss. 

“Modern merchandising methods 
call for and embody the type of 
merchandise adapted to the particu- 
lar retailing periods involved, of 
buying and selling to seasonal 
needs, 

“This system operates (1) as an 
aid to clean inventory control. (2) 
It enhances and holds more fre- 
quency in consumer interest. (3) 
It creates new interest and en- 
thusiasm among sales people and 
adds zest to store activity. (4) It 
increases volume and profit yield.” 





* * * 


BUSINESS neither fears nor op- 
poses increased taxes, according to 
Everit B. Terhune, president of the 











Associated Business Papers, in a 
national news release. On the con- 
trary it realizes that only by a mate- 
rial increase in taxes can the budget 
be balanced and a sound, national 
economy established. It believes 
that business recovery would im- 
mediately reduce the treasury def- 
icit, eventually relieve the govern- 
ment of all federal relief expendi- 
tures and broaden the base from 
which federal taxes are obtained. 

A restored industry will be will- 
ing and able to pay the tax increase 
necessary to meet federal require- 
ments. Business fears the underly- 
ing theory of the pending tax bill 
without immediate concern for the 
amount of revenue it would provide 
or the source from which that rev- 
enue would be drawn. 

The statement urges that since 
the necessity for maintaining busi- 
ness confidence is obvious and al- 
most universally admitted, it would 
seem advisable to undertake at once 
and pursue with all possible speed 
a thorough study of the fiscal needs 
of the treasury and the sources 
from which they may be met, so as 
to present to the next Congress a 
mature and constructive tax pro- 
gram. Present procedure in the 
matter promises a tax return that is 
wholly inadequate. It promises 
also to destroy confidence, retard 
recovery and deplete indispensable 
sources of tax revenue. 





THE electrically equipped shoe 
store—-that’s a thought to challenge 
the enterprise of shoe retailers, as 
well as to fit into the current of 
interest in the electrically equipped 
house. 

Electricity already has much to 
do with merchandising shoes. Store- 
keepers whose experience goes back 
to gaslight days well know it. 
There are electric lights for il- 
luminating the store and for ad- 
vertising the store. The air-con- 
ditioning apparatus, that has lately 
been installed in a number of 





HOW COME? 





—"You talk about wider spread of 
purchasing power," writes one of 
our readers, "but what's going 
to bring that about?" 

—The answer is obvious. 

—First of all, world conditions 
generally, and with the United 
States in particular, are showing 
marked and continued improve- 
ment. 

—Huge excess reserves in all our 
banks foretell a vast credit infla- 
tion. 

—This credit inflation will still fur- 
ther stimulate business expansion. 

—Which naturally means higher 
prices, greater production, in- 
creased employment. 

—lIncreased employment means 
wider spread of purchasing pow- 
er and more rapid rotation of 
money. 

—And then comes prosperity. 

—Simple, isn't it? 


President 





stores, is of the electrical sort. The 
motorized brush cleans the shoes. 
The motorized broom (vacuum 
cleaner) cleans the store. The elec- 
tric fan keeps the frost off the win- 
dows. The electric massaging ma- 
chine may be common in stores 


some day. 
* * * 


WILLIAM H. BAIN, general 
manager of Ault-Williamson Shoe 
Company of Auburn, Me., says: 

“The sizable increase in our Con- 
stant Comfort business for the first 
six months of the year indicates that 
dealers are finding it much easier to 
sell their women customers on the 
idea of having a special pair of 
scientifically designed, inexpensive 
shoes for wear around the house 
instead of wearing worn-out, down- 
at-the-heel shoes. 

“Retailers who have used this 
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idea to convince their women cus- 
tomers that they are making their 
day’s work harder by wearing old 
shoes have found an easy way to 
increase their sales. Women who 
come into the store for street or 
party shoes can be sold an extra 
pair of comfort shoes for wear 
around the house.” 


* * * 


7 

Gray will be a good seller due 
to the large number of silver and 
white fox furs that will be sold this 
Fall,” says Frank Popper, merchan- 
dise manager for Mandel’s, Chi- 
cago. “Colors for Fall will be 
black, brown, blue, dubonnet, green 
and gray.” 

Mr. Popper believes that the sea- 
son will get definitely under wav 
early, and he is now getting his 
materials lined up to put in his Fall 
windows at once. For the early 
part of the season, suedes and fab- 
rics will predominate, with black 
and brown as the leading colors. 
Most of the suedes bought will be 
trimmed with either genuine alli- 
gator or calf in case of the browns, 
and genuine lizard or patent on the 
black suedes. For the early part 
of the season, suedes are expected 
to account for better than 75 per 
cent of the sales. The suede season 
will wind up about the end of Sep- 
tember, and at that time kids will 
come in and hold the spotlight. All 
alligator shoes will be good, and 
some patent leathers will be sold. 








One long jump ahead for Spring 
shoes while fashion timidly steps 
into Fall. While the Shoe Styles 
Conference is holding its Spring 
1936 styles meeting Sept. 9-10, to 
determine the leathers, colors, types 
and specifications of men’s, wo- 
men’s and children’s footwear, the 
Fashion Group, Inc., plans to edit 
“Fashion Futures” for Fall, 1935, 
at the Hotel Astor, on Wednesday 
evening, Sept. 11. 

The committee in charge of the 
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September event will be: Tobé, 
Tobé, Inc., chairman; Edna Wool- 
man Chase, editor-in-chief, Vogue; 
Mary Lewis, vice-president, Best & 
Company; and Winifred J. Ovitte, 
fashion editor, Women’s Wear. 

“Only the broad plans for the 
‘Fashion Futures’ can be made pub- 
lic at this time,” said Mrs. Mary 
Brooks Picken, president. “The 
general objective is to give a re- 
liable and complete picture of the 
coming Fall and Winter fashions. 
The preview will be distinctive in 
that, instead of being the usual 
presentation by one leader, ‘Fash- 
ion Features’ will represent a col- 
laboration of a number of leading 
fashion authorities, each chosen to 
edit a segment of the future fashion 
picture, and all combining to say 
all that can be said on the subject 
at this time.” 


* * * 


On Aug. 1, a truck from the Air- 
O-Pedic Shoe Company of Brock- 
ton called at the Gardiner Last 
Company early in the morning and 
took a truckload of new “Down to 
the Wood” lasts to the factory. 
Shoes were being lasted on these 
lasts at one o’clock the same day. 
The last people say: “One hundred 
per cent of Air-O-Pedic shoes will 
be made on ‘Down to the Wood’ 


lasts.” 
* * * 


JOHN SMITH and Ray Bolinger 
carry on the business of the late C. 
Fred Bikle of Hagerstown, Md. They 
have been employed by Mr. Bikle 
for the past 18 years and their idea 
is to carry on the business under 
the same name and based on the 
same successful merchandising 
principles as have been in oper- 
ation for a great number of years. 
They have signed a new lease for 
the store from Aug. 1. 

Good luck and good business to 


_ them. 
* * *% 


In connection with the Administra- 
tion’s Works Program the Advisory 
Committee on allotments has rec- 
ommended to the President that 
there be allocated to the Bureau of 
the Census the sum of $9,881,948 


1935 


for special census purposes, to in- 
clude a survey of retail trade in 
300 communities, with administra- 
tive headquarters at Baltimore, 
Md.; and a Census of Business En- 
terprise for 1935 covering 48 states 
and the District of Columbia. It is 
estimated that the cost of these two 
specific census projects will be 
$293,000 and $7,784,000 respec- 
tively. 

The recommended survey of re- 
tail trade calls for an enumeration 
of all retail places of business, 
numbering approximately 280,000. 
in selected areas comprising 17 
large cities and many small cities 
of from 2500 to 10,000 population. 
Information would be gathered on 
employment for the month of June, 
1933 and 1935, and on payrolls 
and net sales for the month of 
June, 1934 and 1935. 


* *% * 


VENTILATED work shoes ap- 
pear this Summer. They’re worn by 
mechanics in factories, and they’re 
also worn around town. They have 
fairly stout soles, some being 
fastened on by the stitchdown 
method so as to give the foot ample 
support. The uppers are of elk 
or other side leather. They’re lib- 
crally punched with holes and the 
ventilating properties of them in- 
terest men who do the day’s work. 
One store thought it had an ample 
supply of these shoes, but along in 
early August it was sold down to 


just three pairs, and these were odd 


sizes. 
* * * 


“Jor LOUIS’ feet have grown 
considerably since he was Golden 
Glove champion a year ago... . 
He wore size 11 shoes then. 

. . Now he wears 12’s.” And the 
authority for that statement is none 
other than the boxing commissioner 
for the State of Illinois — Rube 
Metz—who sells shoes to the fight- 
ing fraternity. 


* * * 


AN apt illustration of the changes 
taking place in shoe merchandising 
during the past four years was cited 
by Forrest Spaun, women’s shoe 
buyer in the Palace Clothing Store, 
Topeka, Kan., an active shoe de- 
partment, especially one catering to 
the better grade trade needs to 
carry a much wider range of sizes 
and widths than was deemed neces- 
sary a few years ago. Mr. Spaun 
has decreased his styles carried, and 
increased his fitting range in the 
past few years, so that he has 
worked his stock in such a position 
that he is now carrying one-third 
less shoes than in 1931, yet his sales 
in pairs are better. 

Better selling, selling more of 
what is on the shelves and less of 
what is in catalog and in other store 
windows, also has its bearing in this 
case. The record stands, however, 
as a good example of what may be 
accomplished. 





The chiropodist takes a vacation 
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“All Kids Look Alike to Me’ 


Wrong Answer 
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THE one cardinal feature of a successful children’s 
shoe department is proper fitting. That is the one 
basic idea which either makes or breaks the profitable 
selling of children’s shoes. 

There is a tremendous difference in fitting children 
of the different ages. The feet are different. The sales 
appeal is different. The shoes are different. 

To a girl of almost any age, the buying of a pair of 
shoes is an event. With it goes all the pomp and glory 
of going shopping. With a boy, it is time wasted which 
might better be put to good use in playing. 

Girls and boys, both large and small, are quite neces- 


"A nation marches forward on the feet of little children’ 





sary visitors to shoe departments, if one hopes to du 
a successful children’s shoe business. It is with the 
idea of being better able to serve them, that a shoe 
man must thoroughly understand children and their 
peculiar fitting problems. 

Many parents have a vague idea of when they should 
start really fitting their babies’ feet to shoes. Our 
experience here lead us to believe that a child should 
be personally fitted to proper shoes one month after 
it starts to walk. 

The first shoe is very important. It must have plenty 
of depth in the toes. Too many shoes are thin at this 
point. All there is to fit in a baby’s first shoes, is 
plenty of toe room and a snug fitting ankle and heel. 
(See cut A.) 

Fully 90 per cent of children are born perfect as far 
as their feet are concerned. They have no arch trouble 
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now, as they were born with a natural padded arch, a 
fatty growth on the sole. 

Right here is where shoemen experience their first 
sales resistance, because they have to convince mothers 
of the great importance of having someone fit their 
babies who thoroughly understands this job. It is 
well to dwell on the importance of trained salespeople 
fitting babies’ feet, for the simple reason that parents 
are not competent judges on this important matter. 

The greatest hazard a shoe fitter has to overcome is 
the young mother and her first child. The danger here 
is the grandmother’s influence, who bases her shoe 
and baby experience on what happened twenty-five 
years ago. While the greatest respect should be shown 
to grandmothers, they invariably make the sale of 
baby’s shoes hard by insisting on too short shoes. 

Baby’s foot can be moulded into any shape. Properly 
constructed shoes, fitted by trained children’s shoe 
‘fitters will mould the little foot, so that it will stay 
normal, if continuously fitted properly. 

Many mothers have the erronous impression that 
when a child stumbles after being fitted to new shoes, 
the shoes are too long. In most cases, they are too 
short. Toes are made for balancing purposes. If the 
toes are doubled up and not able to function properly, 


Right Answer 





HOWARD T. PEAT 


Buyer of Children's Shoes 
Scruggs-Vandervoort & Barney, St. Louis, Mo. 


the child will stumble. 


Mothers do not realize that 
toes act like a caterpillar in reaching out when walking. 
Short fitted shoes will throw a child out of its proper 
posture. 

The next important age phase is the fitting of the 
hard sole walking shoe. These shoes shovld have snug 
fitting heels, slightly shaped arches, flexibie soles and 
plenty of toe room. Always high shoes for regular 
wear. Widths are necessary, as children’s feet come 
in all widths when they are from ten to thirteen months 
old, just as they do when they get older. 

Still the battle against home fitted shoes must be 
waged. In the size 2 to 5 run, shoes should have a 
very slight spring heel elevation, while the 5 to 8 run 
has even more of an arch development and a trifle 
higher spring heel. 

Fitting methods change as we get into the 5 to 8 run, 
as it is possible to fit more accurately. Now is the 
time to start fitting from ball to heel, the toe room will 
take care of itself. Giving a child the correct width is 
very necessary. The shoe should not be too narrow, 
neither should it be too wide. It is very important to 
watch the tread of the outside third, fourth and fifth 
toes. 

Right at this age is where all future foot troubles 
start, for unless a child is fitted correctly now, the 


‘Every Child Has A Foot 


There is a tremen- 
dous difference in 
fitting children of dif- 
ferent ages. The feet 
The 
sales appeal is dif- 


are different. 


ferent. The shoes are 
different. 


Personality 
All Its Own’ 


disastrous effects will be carried all through life. 
Guarding against short fitting is the most important of 
all at this stage. 

Very few shoemen and very few parents realize that 
babies’ shoes are worn for too long a period. Any 
normal child will outgrow their shoes every forty to 
fifty days, yet parents will force them to wear them 
another forty to fifty days. 

The best argument is to show the mother just what 
damage may be or has been done by short fitted shoes. 
[TURN TO PAGE 32, PLEASE | 
















CUSTOMERS are the key to the economic situation. 
A remarkable opportunity for constructive action 
mutually beneficial to the retail shoe men of New York 
and to their customers—in line with the needs of the 
time for understanding between them—comes through 
the action of the Shoe Merchants Council of New York, 
in cooperation with the National Shoe Retailers Asso- 
ciation. 

President John Laycock of the Shoe Merchants 
Council, leads the retail trade of New York—in the 
greatest shopping center of the world—to set up a 
code of retail practice for the period of Sept. 2 to 
Dec. 24, 1935. 

Many meetings have been held by committees of 
merchants and department store buyers to bring about 
an accord in the direction of more orderly retailing. 

At each session, consideration was given to the ques- 
tion as to how merchants of New York could, by satis- 
fying their customers, bring about better practices at 
retail. 

Basically, the merchants agree that the sale shoes, 
sold in a hurry by extras brought in to jump the sell- 
ing, prevent the service of fitting and selection bene- 
ficial to the customer and advantageous to the merchant 
who seeks to make every transient a regular customer. 

At these preliminary meetings merchandise men have 
contributed their time, opinion and experience and the 
final proposal to restrict mark-down sales during the 
regular shoe selling season is the considered opinion 
of all branches at retail in the metropolitan district 
of New York. 

John J. Holden, manager of the National Shoe Re- 
tailers Association serves in the capacity of liaison 
officer between all the groups at retail and it is largely 
due to his diplomatic efforts that the proposal has been 
so generally accepted. 

This letter has been sent by John Laycock, president 


Greatest SHOE 
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“Treaty of Peace” Goes Into 
Effect Sept. 2 and is Operative Until 
Dec. 24, 1935 
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of the Shoe Merchants Council to every institution sell- 
ing shoes at retail in greater New York: 


As you undoubtedly know either through cor- 
respondence from us, by contact with our officers 
and staff, or through the columns of the trade 
press, we are endeavoring to get the retailers of 
shoes in Greater New York to agree to a “sales” 
period. 

As it is the viewpoint of many leaders in the 
shoe industry that during the past few years, due 
to PANIC CONDITIONS throughout the coun- 
try, shoe merchants have over-emphasized sales 
and bargains in footwear, and in consequence the 
consumer has become “price conscious” to such 
an extent that he is ignoring his own well-being 
by not paying more attention to shoe-fitting re- 
quirements, shoe-fitting service and quality stand- 
ards. 


IN view of the above, the NATIONAL SHOE 
RETAILERS ASSOCIATION and the SHOE 
MERCHANTS COUNCIL OF GREATER 
NEW YORK believe that the consuming public 
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shopping Center Goes 


CO-OPERATIVE 


No More Mark-Downs 


As this great shopping 
center goes, "so goes 
the Country." 
Hotel New Yorker Map 


should be protected against “shoe sale 
abuses” and that each shoe retailer owes it 
to himself and to the industry at large to 
eliminate as great a number of these sales 
as possible. 

Therefore, we believe definite action 
should be taken to put an end to these 
abuses in the best interests of the shoe cus- 
tomer. 

Hence, we are submitting to all retailers 
of shoes in the New York metropolitan area 
(department stores, chain store operators, 
exclusive shoe store dealers) a proposal to 
restrict “markdown sales,” for your consid- 
eration. 

Will you kindly read these proposals and 
write us whether or not you are in accord. If 
you are not, will you please make any reser- 
vations you think necessary? 

This treaty of peace on the bitter subject of 
mark-down sales is now being approved by stores, 
and every hope is for its successful operation in 
the City of New York. There is every reason to 
believe that it will be patterned and proposed in 
other centers the country over. New York is 
perhaps the most intensely competitive retail shoe 
center in the country and New York merchan- 
dising practice has an influence on the behavior 
of other cities. All eyes are on the New York 
retail market during the months of September, 
October, November and December. 














A Proposal to Restrict "Markdown 
Sales" During the Regular Shoe 
Selling Season 


THIS PROPOSAL is for the period from Monday, 
September 2, 1935 to Tuesday, December 24, 1935. 


2 


IT 1S PROPOSED not to hold a reduced price shoe 
sale during this period. 


3 


IT 1S PROPOSED not to use the words, phrases or 
statements, or their equivalent—'SALE," ‘"“CLEAR- 
ANCE," "REDUCED FROM (TO)," VALUES FROM 
(TO)," "COMPARABLE," etc. . . . in the press, 
in store windows, on signs, by circular or through 
the use of the U. S. MAILS OR IN ANY other con- 
sumer-contact advertisement whatsoever, during this 
period. 


4 


IT IS PROPOSED not to use comparative prices dur- 
ing this period. 


5 
IT IS PROPOSED not to give any article of mer- 


chandise away as an inducement to make a sale. 


6 


IT IS PROPOSED that this plan is in no way to stop 
the regular "promotion" of shoes, but is solely ar- 
ranged to stop trade "sale" abuses. 


7 


IT IS PROPOSED that there is to be no objection 
to distributors making the following statements in 
their regular promotional advertising copy: 
Specially Priced Featured Price 
Regular low price Special Purchase 
(Blanks) Remarkably Remarkably priced at 
low price etc. etc. etc. 


8 
IT IS PROPOSED that shoes 


can be reduced at any time from 

one price to another, provided 

that such reductions are not ad- 
vertised in any way. 


* * * 


SPONSORED BY THE:— 
Shoe Merchants Council of Great- 
er New York, National Shoe Re- 
tailers Association of the United 
States of America. 
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By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


A SHOE buyer’s greatest responsibility is to have a 
sufficient stock of properly styled shoes to fit his trade. 

There is considerably more to that statement than 
appears from a casual reading. In fact it is the 
quintessence of shoe retailing. 

A shoe buyer can have everything in his windows 
that his trade wants, yet he may miss more than half 
his customers. The reason for this is that he has too 
many styles and not the right proportions in materials 
and sizes. This buyer tries to cover too much ground. 
He tries to please too many people, including the 
wife of the boss. As a result he has a large dollar 
inventory but one that is small when it comes to pro- 
ducing sales. And what else is a shoe department in 
a store for if it is not to please customers, make sales 
and show a profit? 

Most buyers have found that they can work closer 
and better with the merchandising office if they buy 
six times a year for their fashion buys. They have 
discovered that it is best to forecast high style trends 
approximately 60 days in advance, and at that they 
are working ahead of the ready-to-wear departments. 

There are three mighty important things to consider 
in this program of being in the market six times a 
year. May it be said in parenthesis that “being in 
the market” does not necessarily mean going to the 
market. It does mean that the buying program is 
planned for this period. 

The first thing to consider is that merchandising a 
stock on this close basis always results in a much 
better stock turn. Secondly, fresh goods coming in at 
regular intervals unquestionably stimulate business. 
Third, high-style merchandise bought so close to the 
selling time means that it is sure to be styled right. 

To show how an operation of this nature looks on 
paper suppose a store has 8000 pairs to buy during 
the first six months of 1935. Real smart merchandis- 
ing that always has the approval of the front office 
would call for this sum to be divided into four un- 
equal groups. One for the first buy for Jan. 1 delivery. 
One for March 1 delivery and one for May 1 delivery. 
The fourth quarter of the budget should be held open 
at all times for in-between size-ups and forgotten shoes; 
furthermore it should be spent sparingly the first of 
the year for positive developments during the last part 
of the season. Something unforeseen always breaks 
about May and June, so those buyers who have been 
caught previously have some ready buying power to 
meet this certain need. 
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January 
February 











November 
December 





September & 
October * 


Buys for the period are not equal because the selling 
is not equal. Again the stock is pretty well shot from 
the December selling and the January sales, so a man 
must begin to build up his stock as of January first. 
All the time he has the idea that he must have a low 
inventory for June 30. 

It is agreed that the precise working of this plan 
will vary in different parts of the country, so let’s 
assume that the figures to be presented are for a store 
operating in a Southern city. There it is necessary 
to have new Spring shoes in the house by January first. 
Spring business gains momentum steadily and reaches 
its peak in April in both sales and merchandise. 

Such a store, operating on a 60-day fast-style buy- 
ing schedule and “open to buy” 8000 pairs for a 
six months’ period, would keep back at least 2000 pairs 
or one-fourth of its budget for in-between sizing and 
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Selling Seasons 


“forgets.” 


thing like this: 

December 31 inventory .......... 
Receipt of make-up shoes for January 
January sales .. 

February inventory .. ies 
Receipt of stock shoes and fill-ins . . 
February sales 

March inventory .. 

Receipt of make-up shoes 

March sales .. 


April inventory . 


The operation sheet would look some- 


Pairs 
3,000 
2,000 
5,000 

800 
4,200 
1,000 
5,200 
1,000 
4,200 
2,800 
7,000 
1,400 


5,600 


High style merchandising 
on the basis of 60-day anticipation 
for 60-day season. Staples and classics 
are standard customer goods the year- 


round. 


Pairs 
Receipt of stock shoes, etc. 500 
6,100 
April sales . 2,100 
May inventory ......... a 4,000 
Receipt of make-up shoes ; 1,200 


5,200 

May sales ..... 1,400 
3.800 
500 


June inventory Pere Re ee 
Receipt of stock or sale shoes 


4,300 
900 


3,400 


June sales 
July inventory . 


Perhaps a clearer picture of the purchases could be 
had if they were separated thus: 


Make-ups 
pairs 


2.000 


Stock and fill-ins 
pairs 


January 
February 
March 
April .. 
May .. 
June 


1.000 

2,800 
500 
1,200 
we 500 


6,000 2,000 


While this is for a six months’ period, to get the full, 
complete picture, the story of July operations must be 
told. In this month there is no buying and a great 
deal of selling. July sales will run to 1200 pairs, 
which will reduce the inventory for August 1 to 2200 
pairs. August first will open with plenty of new goods 
coming in for the August 15 early Fall promotion. 

All figures used in this case study are at retail. It 
is really important that this should be understood. 

A store which breaks its stock buying down in this 
fashion can easily average a three and a quarter times 
stock turn in a year. The first six months will show a 
two times stock turn for that period, while very few 
buyers can get much over a one or one and a half turn 
for the last six months of the year. The reason for this is 

[TURN TO PAGE 46, PLEASE | 




































Pe Ao: Ren oe is a Rea 


MR. SMALL-AD talking: 

“It’s all right for you to talk to the big fellows with 
big advertising appropriations about laying out com- 
plete seasonal campaigns, and all that stuff, but what 
about the man with a small store like mine? 

“My appropriation is well under a hundred dollars a 
month. By the time I set aside a portion of that for 
direct mail, the best I can do in the newspapers, if I 
want to be in regularly, is a mess of little ads that no- 
body can see. They get lost in the shuffle. 

“I know there’s supposed to be a lot of good in adver- 
tising regularly, and getting the benefits of continuity, 
and I'd like to do it, but I can’t spend the extra money 
to use bigger ads regularly. Guess I’ll have to go in 
once in a while, when I can afford to take a bigger 


” 
space. 


A-vIsor: “Mr. Small-ad, as long as I can remem- 
ber, I’ve heard that same complaint—and that’s quite 
a few years, I'll promise you. 

“You can make small ads stand out—and you can 
even do it without special art work. You know, the 
average man with a small appropriation has neither 
facilities nor finances for special drawings and engrav- 
ings. He has to get along with cuts from the manu- 
facturer, and whatever he can pick up from the news- 
paper’s mat service. 

“Let’s do some figuring. 

“Suppose for example, you have $75 a month, and 
want to spend $30 of that for direct-mail. You know-—- 
to take care of following-up on customers, and getting 
out some post-card promotions and so on to special 
groups. That leaves $45 a month. With space at, say 
50c. an inch, you'll have ninety inches of space to use, 
each month. That means you can figure on about 
twenty inches a week, with a leeway of ten inches for 
something unexpected that might come up during the 
month. 

“It always pays to hold your plans well within the 
budget, whether in dollars or space. It’s easy to expand 
a program, but hard to cut one down without doing 
some damage. 

“With that twenty inches of space each week, you can 
figure out several ad-space combinations. For example: 
You can have a 2 x 7 and | x 6; or three ads one 
column by 6% inches; or two 1 x 7 and 1 x 6; or even 


MAKING SMALL ADs 
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Careful use of Futura type and diagram- 
matic illustration make this series by 
COWARD an outstanding small-space treat- 
ment. Notice how legible this sans serif 
type is in the reduced size. The ads actually 
were 2!/,”, single column width. 





SWOLLEN ANKLES ANO FEET ARE 
NOT TO BE BLAMED ON HOT 
WEATHER. IT'S THE FIT OF YOUR 
SHOES THAT SHOULD BE BLAMED 
GO TO COWARD AND ASK 
A COMFORT COUNSELLOR 
TO FIT YOU SCIENTIFICALLY 
WITH THE CORRECT SHOES 
Ss 
ft cowene wat 


ic 


* 
a ee wemne wa 
COWAR 


Shoes fer Men Women ond Chudren 
4 Stores in New York and Brooklyn 
SSE 

















RED SPOTS ON YOUR TOES ARE 
ADVANCE WARNINGS OF COM 
ING CORNS CORRECT THE FIT 
OF YOUR SHOES BEFORE IT IS 
TOO LATE. ASK A COWARD COM 
FORT COUNSELLOR TO GIVE YOU 


1f YOU ARE ANNOYED BY PAINS 
BETWEEN YOUR TOES YOUR SHOES 
ARE PRESSING ON IMPORTANT 
NERVES. BE FITTED BY COWARD, 
WHERE THE LARGEST STOCK OF 
LASTS AND STYLES IN AMERICA IS 


INGROWN TOE NAILS ARE NOT 
THE PRICE OF CIVILIZATION—BUT 
THE RESULT OF CARELESSLY FITTED: 
SHOES. IT IS NOT NECESSARY TO 
RESIGN YOURSELF TO FOOT DIS. 
COMFORT. COME TO COWARD 
AND CHECK YOUR FIT WITH A 





SCIENTIFICALLY -FITTED SHOES YOUR INSURANCE FOR COMFORT COWARD COMFORT COUNSELLOR 
= Sk, ma comeee tS tae comune wat — 
= nll 
ae Ste - 
“— 

Te wees wy Si mmaon Te wanes wer 
COWARD COWARD COWARD 
thees fer Men Women eng Chittren Shoes for Mon, Women end Chitéren ‘Shoes for Men, Women ond Chitéree 
4 Stores in New York and Brooklyn 4 Stores in New York and Brooklyn 4 Stores in New York ond Brooklyn 
EF SS SSS 




















CRAMPS UNDER YOUR TOES ARE 
DANGER SIGNALS SENT OUT 
BY YOUR FEET AGAINST ILL 
FITTING SHOES. BETTER ASK A 
COWARD COMFORT COUNSEL: 
OR TO CHECK YOUR SHOES — 


4 Stores in New York and Brooklyn 
LSS 











four 1 x 5. You can have a consistent program of two 
or three ads a week—and, even without special art work, 
those small ads can be made to STAND OUT. 

“Even if the appropriation is as little as $50 a month, 
divided between direct-mail and newspaper ads (with 
50c. inch rate) a consistent program can be arranged. 

“One of the first things to consider is that there must 
be something about the ad to attract the eye, and there 
must be a judicious use of white space, in order to give 
accent to the color spots in the ad. 

“The ‘novelty ad’—is an eye and window attractor. 
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Here’s a stunt ad, that pulled and pulled— 


“A giant prehistoric human footprint found in lava 
rock at north end of Great Salt Lake was the inspira- 
tion recently for a ‘Male Cinderella Contest’ 
ducted by the men’s shoe department at Wright’s, 
Ogden, Utah. 

“The print, borrowed from the two oil prospectors 
who found it, was placed in a window adjoining the 
A pair of shoes was offered to the 


con- 


shoe department. 
‘male Cinderella’ who could match the Big Stone 
Foot. All candidates for big foot honors failed in the 
Cinderella role, but many of them found that Wright’s 
shoe department had shoes to match their feet and that 
the big foot problem was not at all difficult to deal 
with. This, of course, was the idea—to get the owners 
of over-sizes out of the notion that fitting them was 
usually a piece of luck. 


Tying-in with an interesting news story, 

Wright's Men's Store developed this clever 

series. An extreme novelty campaign, it is 
nevertheless effective 








ATTEMPTS | 
(OP's FOOTPRINTS 


days, since 








A footprint in stone, found ot 
the north end of Great Salt 


only question arising is whether 
it is Alley Oop’s, Dinny's or 
Primo Carnera’s. It might be- 
Jong to ae one of them—it's bix 
enough 
WHO IS OGDEN’S 
MALE CINDERELLA? 


Wright’s s:- 





wins a free 


ree S nee at wean s 
ae Store on 24th Street. 


WRIGHT'S *=:" 





ive 
the Big Stone Foot with th ig 
own, a: have ny roe vate t's eta 























Footprints Found 
In Rock Near Lake 


Mt Alley Oop that made the 





print in stone that was discover 

a@ week ago at the north end 

of the Great Sait lake But if 

Oop says he didn't make it, he 
didn't make | 


hat! No 
Male Cinderella? 


y- 
ome in and tr: Maybe 
you are Ogden's Male Cinderella 


GHT’S Sc 
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By RE. ANDRUSS 


Small ads can be made conspicuous in 
the newspaper if care is taken in mak- 
ing the layouts—regular use of them 
will prove more productive than a hit-or- 


miss program of large space advertising. 


“A series of running ads—news style—kept interest 
in the contest sustained. The stone footprint, it was 
suggested, might have been ‘Alley Oop’s’ or Dinny’s.” 
Wright’s reported receiving a letter chiseled in stone 
from Oop himself denying he had ever been in the 
neighborhood. That directed suspicion to a native, the 
store pointed out. 

“ “When the big fellows got their shoes off for com- 
parison with the print, the sale was half-made,’ 
Carl Berg, manager of the department. 


says 
‘We're going 
to run the contest again. If the stone print is not avail- 
able we'll make a plaster print. The promotion attracted 
shoe prospects in the hundreds.’ 

“The Coward Shoe Company have been specializing 
for the past two years, in a direct appeal to their cus- 
tomers through the medium of small, one column ads. 
These ads are in two series, one showing the foot in 
outline with an arrow pointing to the seat of the ail- 
ment that is described in text below the outline picture 
and the other showing an X-Ray outline of two feet, 
one deformed through the wearing of ill-fitting shoes 
and the other showing the straight, uncramped bones of 
a wearer of Coward shoes. Under this outline picture 
also there is a description of a common foot ailment 
due to the wearing of ill-fitting shoes. 

“These ads are run, not to bring about direct sales, 
but are devised to develop prestige in the company 


itself. Each ad describes a separate foot ailment. 


“The Coward Company, in capitalizing this prestige 
advertising, have organized a foot comfort service under 
the leadership of C. G. 
visits the various stores and explains to the salesmen 
and floormen the methods of fitting the various ail- 
The expert floormen do no selling whatever, 


Lippincott. Mr. Lippincott 


ments. 
but are there merely in an advisory capacity, being 
known as ‘Foot Comfort Service Counsellors.’ ” 
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What Does the 
Public Want? 


WEATHER is proving a better actor on the stage of 
retailing for the opening of Fall season than it did last 
Spring when it put on a stubborn, miserable perform- 
ance. Perhaps the early cool days of Autumn in most 
sections of the country are in the nature of an initial 
bow on the part of weather to a better performance 
this Fall and Winter. 

Our timing the Fall opening August 19 was antici- 
pated by both weather and the merchant in most parts 
of the country. Early showing of Fall shoes and an 
early acceptance by the public indicate high hopes of 
a good season’s business ahead. 

There is a certain merchandising wisdom about 
stretching out the Fall season and this opportune antici- 
pation of the season carries with it the sale of shoes 
at regular prices. The early money is the sweetest to 
the merchant and the early buy is the smartest—to the 
consumer. Profiting somewhat by the lesson of the 
white season, merchants are looking forward to an 
extension of the Fall selling season. There is wisdom 
in this, providing some ruthless operator doesn’t start 
a vicious mark-down of suede and Fall shoes in October 
and November. That practice in the past has made the 
Fall season most uncomfortable to the merchant who 
has a stock of regular shoes on his shelves and a desire 
to give to his public the best in service and selection. 

A new philosophy of operating business during the 
Fall season is developing in all lines of business and 
particularly in shoes. The idea is that perhaps the 
public would like to buy regular—with the assurance 
of getting the right shoe at the right time, in the right 
size and in the right selection. Perhaps the public, 
as a whole, wants a chance for a choice rather than 
a chance for a misfit or a mis-service, even though the 
price may be at a bargain. 

The best move on the merchandising board this sea- 
son is that sponsored by the Shoe Merchants Council 
of New York in cooperation with the National Shoe 
Retailers Association. These two bodies proposed a 
code of practice on mark-downs and there is every 
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expectation (barring a merchandise-calamity) that the 
plan will go through and will be operative until 
Dec. 24. 

This promises to give back to the merchant and to 
the public the “forgotten season.” For if merchandis- 
ing were to continue in its same old ruthless, individu- 
alistic habit, the chances are that retailing would soon 
operate on a two-season plan, or if it went much 
further—a one season plan of dark and colored shoes 
selling at any man’s price and at any man’s whim the 
year ‘round. The only lift from that hectic merchan- 
dising chaos would be the interlude of white shoes; 
and in all probability prices thereon would be slashed 
the moment hot weather appeared. 

So, it seems that sanity in merchandising and com- 
mon sense in service will eventually come—through 
cooperative understanding on the part of the business 
men engaged in retailing—to live by service, by seasons 
and by profit—the only alternative to universal red ink. 

Another factor enters into this new planning for dis- 
tribution efficiency. Stores selling better types and 
quality of footwear find that the months between 
September and April are profit months, for during 
the rest of the year the public has an idea that it is 
more economical to buy cheaper sport and Summer 
types of footwear. During the Fall, Winter and Spring, 
the public is on dress parade, while during the warm 
Summer months it goes informal. The “careful-dress 
period” needs to be stretched out. 

Industry has demonstrated that it can manage its own 
affairs without the governmental code policemen and 
these actions by merchants who cooperatively counsel 
together are a splendid indication of a new and better 
day at retail. Of course, one of the factors that under- 
lies all this improvement of merchandising practice is 
the stability of the price and purchasing power of the 

American public. The depression is behind us. 


Recovery is here. Relative prosperity is ahead and it 
is coming with the normal, natural desire of people 
to move forward. 











SHE represents many thousands 
of American women who take only 
the greatest pride in selecting and 
wearing clothing and footwear 
which is unquestionably the best. 


Her patronage is a most im- 
portant one to you, the merchant. 
SHE is a smart and thrifty shop- 
per. SHE invariably selects her 
Relaxation footwear for its dis- 
tinctive style, its fine quality and 
comfort. 





SHE invariably selects Tupper 
because Tupper offers each of 
these features in a wide range of 
Footwear Designed for Gracious 
Living. 





And always remember, Mer- 
chants who feature Tupper foot- 
wear are safely building business 
and earning better profits. 


\ ~ TUPPER SLIPPER CORP. 
oe 352 FOURTH AVE. NEW YORK 


After long hours of work 
and play SHE _ gives her 
feet a rest in Sol-Ease 
Health Slippers which will 
SS be depicted in the August 
Bm 24th issue of BOOT AND 

: SHOE RECORDER. 























iT saistom mape 
dae 


che 























Emidio Spezza: Custom 
Made Shoes ... A Famous Door on a 
Famous Boulevard. Through It Enters 
the Cream of Hollywood, in Search of 
Beautiful Shoes for Famous Feet. 
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"Gratia Placendi," thus reads the 
inscription on the coat of arms 
emblazoned in rich color on the 
apricot walls of Spezza's reception 
room, shown above. 


This Brilliant New Wilshire Boule- 
vard Store Features Custom Shoes 
for Famous Screen Players. 


Movie stars, both men and women, want the best 
in footwear, care but little as a rule how much it costs, 
and their positions demand that they have the most 
exclusive and proper thing for each occasion and each 
activity. 

It is not at all unusual for a movie star to have from 
forty to one hundred pairs of up-to-date shoes in his 
or her wardrobe. Custom made shoes. are usually pre- 
ferred and individual lasts with individual touches in 
patterns are, of course, the order of the day. 

Emidio Spezza, European trained shoe designer and 
shoe builder, has established on Wilshire Boulevard 
in Los Angeles one of the most exclusive custom made 
shoe shops in America, where the moving picture stars 
of the first order are finding footwear to their tastes. 

The minimum price at the new shop is $37.50 and 
to date the maximum approximately $65 per pair, but 
naturally not the limit. 

The new shop, with an 18-foot frontage, is Monterey 
in design and antique white is the predominating 
color in walls and furniture. Thé tapestry used in the 
upholstering offers a subdued spectrum effect. The 
carpeting is broadloom in a subdued green. 

Four unique features are immediately noticeable on 
entering this shop. 

[TURN TO PAGE 32, PLEASE | 




















ft 




















BOOT AND SHOE RECORDER, August 17, 1935 














has chosen for 

this smart Fall shoe 
Amalgamated No. 176 
Brown Kid with trim 
of Amalgamated Patent 
Kid No. 776 


No. 176 BROWN KID Zucreases in volume 


A wide range of brown costume shades for Fall necessitates a 
volume demand for brown footwear. 


The classic position of Amalgamated No. 176 Brown Kid, known 
from coast to coast as a perfect shade of brown kid, assures the 
retailer of consumer satisfaction in her selection of that neces- 
sary Brown Kid Shoe. 

For early buying, the corresponding shade in Charmooz Kid 
No. 976 (Kid Suede) may be the choice in an all-over shoe, or 
in combination with Brown Kid. 

For later buying, the streamline shoe in all-over Brown Kid No. 
176 offers Style, Practicability and that glove-like effect which 
are footwear features demanded by the style-conscious woman 
of today. 























Amalgamated Leather Companies, Inc. 


WILMINGTON, DELAWARE e 84 GOLD STREET, NEW YORK 


malgamated 


When writing advertisers please mention Boot and Shoe Recorder 































A YEAR ago Al G. Caplan started 
a family shoe store in Portland, 
Ore., in a store which had previ- 
ously been a women’s shoe store 
for several years. I had heard 
several warm discussions among 
shoe men relative to the pros and 
cons of the ultimate value of men’s 
and children’s departments. For 
the most part, the arguments swung 
toward separate stores or separate 
departments in one store. Conse- 
quently Caplan’s views were inter- 
esting. For the sake of fully illus- 
trating the lines he carries, names 
will be mentioned, which is against 
the usual custom. 

To quote this young man: “In 
selecting men’s and children’s lines 
‘ we looked around for named brands 
of established reputations. It was 
rather hard to chose, but we finally 
hit on the Buster Brown for the 
kiddies and Clapp for the men. 

“The children’s line has been 
very profitable from the start. This 
department is used as a feeder for 
the whole store, so we devote most 
of our advertising appropriation to 
the building of the sale of children’s 
shoes. We find it does not pay to 
carry cheap shoes, and the brand 
we carry gives us a good set-up for 
the rest of the store. Since play- 
ing up the children’s business, we 
have changed Saturdays from being 
just an ordinary day to the best 
one of the week. All Saturday’s 
trade is not children’s by any 
means, but it is built up from this 
department. It is surprising the 
number of women who buy chil- 
dren’s shoes who send their hus- 
bands in for Clapp shoes, and buy 
good shoes themselves. 

“While we do quite a good job 
in having free shows every three 







By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 





RULES FOR MANAGERS 
“Acoop retail shoe store man- 


ager must be: 

An exceptional window trimmer. 

Able to meet people, memorize 
names and be a good mixer. 

A good bookkeeper. 

A crank on fitting shoes and able 
to satisfy crank customers, because 
if he can make friends of these 
people for the store he has a great 
many walking and talking adver- 
tisements. 

Impressed with the importance 
of keeping a store neat and clean 
at all times, which is not always as 
easy as it sounds. 

Able to keep his men in a happy 
frame of mind, so as to get the best 
results from them at all times. 

And willing to keep the store ex- 
penses down within reason." 

So says Charles Given, Given 
Bros., El Paso. He should know all 
about managers as he has 17 of 
them working with him at all times. 





months in which both movies and 
children amateurs amuse the 
kiddies, and have a liberal sou- 
venir policy, the real way to build 
a children’s business is to have first 
class men competent to sell all over 
the store. These men must be paid 
a reasonable straight salary. A 
children’s business cannot be built 
through having a salesforce which 
is dependent upon a commission 
form of recompense. We only have 
five men on the floor, so must have 
real shoe salesmen who are able to 
sell anyone anything in the proper 
manner so that the customer will 
come back completely satisfied. A 
sales force which is not worried by 
salary problems is most apt to de- 
liver that kind of service.” 
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IDEAS 


P RESENT merchandising methods, 
when it comes to determining 
proper mark-ups, are all wet, 
according to Frank More of San 
Francisco. He said, “In order to 
make any money we, as an indus- 
try, must have a larger mark-up. 
Stated fixed percentage of mark-ups 
on all lines as worked out in most 
stores, is all wrong. There is only 
one price on a pair of shoes, that 
is the customer’s valuation, which 
is more or less determined by the 
way and manner in which we pre- 
sent the article. If a store has a 
shoe come in which sells for $8.50 
and looks $12.50, the retail price 
should be $12.50. On the other 
hand, if a shoe which was bought 
to sell for $12.50 and looks $6.50, 
it should be marked $6.50 at once. 

“Markdowns are so tremendous 
that it means we should have a 
brand new stock of shoes every six 
months, except on our basic staples. 
Obviously, there is no percentage 
in carrying over pattern shoes from 
one season to another in the hope 
or expectation of selling them at 
regular price. Money in the shoe 
business is lost through endeavor- 
ing to sell last season’s shoes dur- 
ing this season. Money is made by 
playing with those staple classics 
which can be sized up from time to 
time.” 


Ori 


Ml 

l WONDER if the average shoe 
store owner or shoe department 
manager realizes what can _ be 
accomplished in the way of romanc- 
ing the sale of so-called minor 
articles, like shoe polish, for in- 
stance,” H. S. Waters of Berg’s, 
Portland, Ore., asked me. Then he 


went on to tell how someone had 
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Lockstigpy 


practical and popular products of mod- 
ern machines and processes. Leading 
manufacturers and retailers have found 
in UCO Lockstitch and LITTLEWAY Lock- 
stitch Shoes the three essentials de- | 
manded by discerning women —- style, 


comfort and flexibility. 


@ Their rapidly increasing popularity 


is significant. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 





sold him some white tube polish, 
just on the presentation that it was 
a good polish. The polish was 
good, just as hundreds of others on 
the market, but Waters happened 
to notice a line on the box to the 
effect that it was good for nurses’ 
shoes, and that it would not rub 
off. With those two points as a 
starter, the boys on the floor were 
coached to ask a customer some- 
thing like this, “Do you know of a 
shoe polish which will not rub off 
on your hosiery or furniture?” or 
“Do you know of a polish that lots 
of nurses like because it will not 
rub off and will stay white under 
trying wearing circumstances?” 
The invariable answer is “I have 
some white polish, but let me see 
this of yours.” This little method 
of romancing shoe polish is worth 
just $1,000 in cash sales a year or 
$500 in profit, a sum Waters thinks 
is worth having, especially when 
the trade believes it is being ren- 
dered a service by the store. 


OP) 


ASSTRONG attempt is made in the 
Vanderver Store, Tulsa, to save all 
“lost sale” customers by taking 
their names and addresses, then 
writing them a nice little note when 
some new shoes have come in, which 
in the opinion of the manager will 
be what is wanted. Even if all do 
not call for shoes in response to the 
letters, a good friendly impression 
is made, which favors the customer 
returning at a later date. 


OF! 


JIM CUSICK of Fowler & Cusick, 
Reno, Nev., is one of the men run- 
ning a shoe store who values cus- 
tomers over turn-over. He is sure 
he can make more money that way. 
“Many manufacturers take me to 
task for carrying too big a stock for 
the business I am doing,” says 
Cusick. “But if I am to run this 
store different from the chains, I 
must do business different from the 
way they do business. Men want 
to see a reasonable assortment of 
styles and they must have the right 


A few days ago a man came 
We had 


sizes. 


in for a 13 AA white shoe. 











ORIGINAL 
PRACTICAL 
IDEAS 


[CONTINUED FROM PAGE 26] 


it. The next man wanted an 11 AAA. 
We had it. The third wore a 12 A. 
We had it. Men who have the un- 
usual sized feet do not care to wait 
a couple of weeks while a pair is 
specially ordered for them. We 
must have the shoes when they want 
them. If I lose many sales, I just 
do not get the business or keep the 
customer. It does not take many 
sales these days to show the dif- 
ference between running at a loss, 
breaking even and making a little 
money. This business would not 
have shown the good steady gains 
unless we could fit the men right. 
As the business increases, the per- 
centage of cost of carrying the odd 
sizes decreases, also it is much 
easier to clean up the odds and 
ends when there is a steady flow of 
trade.” 


OP! 


WITH sales and the sales period 
at hand, these views of M. Kals- 
man, shoe buyer at Silverwood’s, 
Los Angeles, are pertinent: 

“Sales do not make business in 
this store to any great extent. With 
the exception of two weeks, twice a 
year, we have found it better to stick 
to straight selling. Men are more 
interested in special promotions 
than they are in just price. If it is 
possible to get both at the one time. 
so much the better. This Summer 
when the rest of the town will be 
seeing how cheap they can sell the 
men some white shoes, we will be 
having two promotions, one of 
some flexible lightweight shoes for 
business men to wear during the hot 
weather and some lightweight grains 
for the college boys. As for selling 
white shoes in the Summer, the men 
who want to buy them from me in 
August will pay full price for them 
as I will have a full run of sizes 
on several shoes.” 
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“u 

Wirn the sale of so many fancy 
shoes which have ruined the feet, 
the selling of footwear having really 
corrective features is a fairly easy 
proposition,” finds Grover C. Ellis 
of the Dr. Reed Cushion Shoe Store 
in Los Angeles. “Corrective-type 
shoe manufacturers have made such 
great strides in styling their prod- 
ucts and the former sales resistance 
is so greatly lessened that more 
and more young people are turning 
to shoes of this nature. But these 
young folks do not come to us as a 
rule until after some of the fancy 
shoes have started to ruin their 
feet.” 


ort 


“ 

Ir pays to hire good men,” be- 
lieves Robert W. Chism, who man- 
ages a shoe department in a San 
Antonio store. “Every man with us 
has had years of experience in fit- 
ting good shoes and understands 
the mechanics of the foot as well. 
Men of that type are here because 
we are building up a_ business. 
Women want experienced men: who 
can talk intelligently. on fashion, 
as well as fit them properly. These 
men cannot be picked up out of 
high schools or off street corners. 
They are real shoe men to start 
with and have had the advantages 
of intensive organization training.” 


OP! 


J. W. SPENCER is developing his 
women’s shoe business by means of 
the children’s department. Spencer 
is the manager of the Wolff-Marx 
shoe department in San Antonio. 
This is what he told me: “Mothers 
feel that if you can satisfactorily 
fit a child to a pair of shoes, and 
if the store has good styles in shoes 
of good quality, she can reasonably 
expect the same treatment and re- 
sults in her own footwear. This 
works back to the old idea of sell- 
ing the customer first on the store, 
its service and reliability, then on 
the merchandise. When a woman 
comes into a store in that frame of 
mind, selling her is a compara- 
tively simple job.” 
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Featured by the foremost manufac- 


turers of quality footwear in their new 
Fall line, Tic-Tac-Toe will be the outstand- 
ing new leather for the coming seasons. 


TIC-TAC-TOE IS FULLY PROTECTED UNDER 


U. S. PATENT No. 95,711. 


SAMUEL SHAPIRO 


24 FRANKFORT ST. NEW YORK CITY 
TANNERY: SALEM, MASS 









"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety"’ 


FOUNDED 1912 





We Reiterate 


Do not Over-Anticipate— 
Buy. to Your Needs 
Buy Frequently 


Make your stock turn at least twice a 
year. Three or more turns would show 
greater ability as a merchant. 

Over-anticipation is the retail industry’s 
curse. 

Be a Merchant—A Retailer of Shoes— 
Not a Reduction Clerk or a Buyer! 

Buy and distribute intelligently. 

* * * 


Shoes should not be fitted or sold as 
though they were just a covering for the 


foot. 
* * * 


Some of the most successful shoe retail 
distributing organizations purchase, in 
many instances, as much as 95 per cent of 
their allotments from one resource. The 
advantage of this is that clerks will know 
more of the fitting qualities of lasts. There 
is less chance of duplication of styles— 
less chance of losses, and a greater oppor- 


tunity for profit. 
* x 


Present your new Fall and Winter Show- 
ings to the consumer beginning as of Aug. 
19th. Feature STYLE, FITTING STAND. 
ARDS and QUALITY OF MERCHAN- 
DISE. 


* * * 


The Railroad Passenger Association has 
just granted us reduced fare rates to be in 
effect during the period of the Style Con- 
ference to be held on Sept. 9th and 10th at 
the Waldorf-Astoria Hotel. 

This is an opportune time for all shoe 
retailers to come to market and attend this 
—the industry’s most valuable informative 
event. 

x * * 


The shoe industry should profit from this 
example of common sense merchandising. 

It is your Manager’s opinion, from a 
study of the merchandising problems of 
the industry, that eventually the Joint Shoe 
Fair of the National Boot & Shoe Manufac- 
turers Association and the National Shoe 
Retailers Association should be held each 
year not later than the week immediately 
following Thanksgiving. 








We Knew It All Along 


And this is another reason why you should attend the Style 
Conference of the National Shoe Retailers Association on 
September 9th and 10th 





"Declaration of Independence for American Styles and 
American Creativeness" 


| N 1776 our Declaration of Independence was signed, and from that point on 
American creative genius and tremendous energy for organizing have carried u- 
along with success upon success, and it appears now that the time has long since 
arrived when we should announce and pronounce a Declaration of Independence 
with regard to styles for both men and women. 

American creative genius has produced in most of the leading fields of mer- 
chandise articles of appointment and equipage which are the criterion of perfec- 
tion for all the world. This is true with regard to men’s and women’s attire, but 
unfortunately a great many of the editors not only of newspapers but even of 
alleged leading fashion magazines seem to be unaware of the fact. American 
movies undoubtedly have a greater influence on the styles of the masses of the 
world than any other single item from any country in the universe. 


Europe Follows American Automobiles 


Automobiles with exotic design and unquestionably perfect mechanisms are 
produced and presented by foreign manufacturers from time to time in America. 
Nevertheless, Europe, the Continent, follows America in automobiles. But if you 
were to read the average fashion magazine, touching upon all of the equipment 
for high class living, you would be led to believe that only the equipage turned 
out by foreign manufacturers were the leaders of the world of illustration and 
discussion in their fashion sections. 

Take the matter of machinery itself; world supremacy in fine mechanism of 
all kinds has long existed in the United States. Germany imports many of our 
fine mechanisms today. 

Styling of all kinds is American influenced, say what you please, for the de- 
signers of women’s clothes in Paris are of necessity influenced by the ideas and 
the requirements of the exclusive American clientele whom they serve. On the 
matter of men’s styles, for instance, magazines are full of Bond Street and Eng- 
lish tailoring, and bear down almost hysterically upon the Prince of Wales as 
style leadership. Frankly now, those who are sophisticated recognize that the 
Prince of Wales is the world’s salesman for British merchandise, especially men’s 
wear, and even while this is so, how many of us were appreciative enough to ob- 
serve only recently, endeavoring to take advantage of merchandise exports in 
England, the Duke of Kent appearing in a dinner jacket with colored silk facing. 
a peculiarly and exclusively American origination? 


Paris Accepts American Innovations 


Just the other day we read a report from Paris, and low and behold, we ob- 
served that some of the leading lights of the world sartorial are bedecked in pas- 
tel Champagne Tuxedo Coats in Paris, a development of an American stylist. 
created coincident with the repeal of prohibition. 

Germany and Japan as well as all of the Balkan States are persistent copyists 
of American styles of every kind and description, but it is a pleasant imitation for 
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RETAILERS ASSOCIATION 


SERVICE CENTER ; 


274 Madison Avenue New leti 
New York, N. Y. - Sen 


JOHN J. HOLDEN 


Manager 





the appreciation and acknowledgment of American style leadership, and is un- 
mixed by either envy or commercial ego. 


Now let’s look for just a second at the real record. The fact is that develop- 
ment in the last decade, viewed from a cosmic plane, would show America as 
being miles and miles in front of the rest of the world in the matter of develop- 
ment and commercial style of all kinds. That goes from the heaviest industries 
such as streamlined locomotives down to the most delicate jewelry. 


Why should American originations and creativeness be belittled in this United 
States when it is in reality the United States and its artistic designers who have 
created many of the modernistic trends? And there is no reason why, for example, 
Paris should receive hundreds of-millions of dollars of free publicity just because 
of habit and a demand for Parisian influence. 

Why not give credit and encourage American creativeness? For the intermin- 
gling or the melting pot of the races of the world in America naturally should 
bring out a mingling of the best talents of the world. Take our Hollywood crea- 
tiveness through the cinema, for instance. Decoration, furniture, women’s dress, 
men’s dress, in fact everything that is shown on the screen has a great effect on 
the American public, and many foreign nations fear to show too many American 
films because of the sophistication which might influence their people. 


The Influence of Hollywood 


So instead of going to London and Paris for new ideas, we will shortly see the 
day, with the coming colored films, that American stylists and manufacturers will 
trek to Hollywood to absorb new ideas from this atmosphere of make believe and 
imagination. 

Remember, now, that we are speaking in a commercial sense and getting to 
the matter of men’s attire. Here is some of the record within the last four or five 
years: A certain American designer has created and produced such garments as 
the colored host suit, which has been accepted in many of the leading capitals in 
Europe; the blue opera hat, now being made by leading hatters of Europe; the 
colored straw hats in bakus and leghorns; the cocktail suit, for cocktail hour as 
a salute to repeal to supplant the traditional formal attire, consisting of colored 
worsted or cashmere coat, with checked trousers to match the coat; the colored 
Tuxedos in beautiful shades of wine, maroon, green, blues and other colors, with 
colored silk facings in grosgrains and silk dots, and iridescent silk linings, suit- 
able for informal evening attire; the pastel Champagne dinner jackets in Quaker 
gray, beige, bisque, Gulf Stream blue, suitable for Southern use and Summer 
evening attire, to be worn with a colored cummerbund and black dinner trousers. 
Colored evening pumps in wine, green, blue, to complement the colored evening 
clothes. So far England has accepted only the blue, but I presume that in a year 
or two we shall have the style leaders in fashion magazines reporting a new de- 
velopment in England in the shape of colored Tuxedos, which will have been 
adopted from the American creation of a year ago and more here. 

There is no question but that for many years and until the last decade, 
America depended upon England for its style leadership in men’s attire. But 
there is a question as tqwhy foreign stylists and others from Europe should tell 
us what to wear, for Europe and the world is today accepting the style supremacy 
of America with great pleasure and satisfaction, accepting the creations and 
originations of the style minded designers of men’s furnishings of all kinds and 
types in the United States of America. For this reason, we should declare a 
Declaration of Independence with regard to styles for both men and women, and 
at least give credit to American originations and creativeness. 


—RAYMOND G. TWYEFFORT. 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 





A Live Wire in Retailing 





L. E. LANGSTON 


As chairman of the Managerial Com- 
mittee and a member of the Executive 
Committee and the Board of Directors of 
the N.S.R.A., Mr. Langston is one of the 
active leaders of the national association. 
He is also a member of the Joint Commit- 
tee of manufacturers and _ retailers in 
charge of the National Shoe Fair to be 
held in Chicago next January. 

In business, Mr. Langston directs the 
management of 36 Enna Jettick shoe stores, 
located in many cities. He is a retail shoe 
man of widMexperience and throughout 
his business career has taken a keen in- 
terest in association matters, as well as in 
every movement for the betterment of the 
retail shoe trade. 





Reduced Railroad Fares 
to Style Session 


Your Association has made 
arrangements with all railroads 
for a reduction in fares to all 
members who are coming to the 
Style Conference, at the Wal- 
dorf-Astoria Hotel on Septem- 
ber 9th and 10th, 1935. 

The round trip fare costs one 
and one-third the amount of 
your one-way ticket. 

Get your validation certifi- 
cate from your Ticket Agent in 
your city at the time you pur- 
chase your one-way ticket to 
New York. 




















“All Kids Look Alike to Me” 


[CONTINUED FROM PAGE 15] 


Prove by the condition of the shoes, how 
the delicate little toes have forced their 
way through leather and made pockets 
in the shoes. The clinching argument 
is made through the convincing demon- 
stration at the X-Ray machine. 

Fitting in the 8% to 12 run is still 
from ball to heel. More cases of im- 
properly fitted shoes commence to de- 
velop as a result of parents not being 
careful as to their previous sources of 
supply. Possibly they have been buy- 
ing “price” shoes, or have been select- 
ing their children’s shoes on the hit or 
miss plan. 

Corrections are necessary in many 
cases in order to overcome these previ- 
ous faults in fitting. In this store we 
favor the use of inside felt pads against 
“Dutchmen,” so as not to disturb the 
construction of the shoe. This size run 
is where a great majority of people 
ask if high shoes are necessary. Our 
opinion is that the healthy, normal foot 
may use either a high or low shoe. 

At this age—five to eight years—is 
where salesmanship really begins in 
selling children’s shoes, because we are 
now faced with the necessity of selling 
both the child and the mother. 

In the 12% to 3 range of) sizes the 
fitting problem gets more complicated, 
especially with the girls. The stand 
of the store is that 8/8 heels in this 
run of sizes is not advisable. It is be- 
lieved that heels of this height are in- 
jurious to girls, as it throws them out 
of proper posture and so affects the 
mechanism of the entire body. 

Shoe fitters are now open to the great 
danger of taking a child’s word that 
a shoe fits. It a child likes the shoe, it 
will say it fits whether it does or not. 
Shoe fitters must rely on their own 
judgment in such cases. They must 
stand firmly on their own responsibility 
in fitting. If a salesman knows a shoe 
is fitted short, while mother and child 
insist it is all right, salesmanship is 
put to its supreme test in convincing 
them that the fitter is right. Educat- 
ing customers is not a very hard task 
as most mothers are open minded and 
are becoming more shoe-conscious all 
the time. 

In this shoe run (12% to 3) there are 
many hazardous phases, due to the most 
part of the introduction of styles which 
are not suitable for a child to wear. 
A child of this age wants a short vamp 
pattern. The mothet is willing to buy it. 
The manufacturer senses the demand 
and fulfills it. Now the whole burden 
rests on the policy of the shoe buyer. 
Shall he sell shoes that he knows will 
prove injurious, or shall he stick to 
styles he knows will be beneficial to his 
trade? Volume or service—which? 


The normal heel height which is best 
suited for a child from six to nine years 
old, is 6/8, so many stores including 
ours do not carry the 8/8 heels and the 
Rather than be a party 


short vamps. 





To establish a business of this 
type is not done in a day or 


month's time. Mr. Peat attrib- 
utes the success of this children's 
shoe department to a plan which 
was established some six years 
ago by the former buyer, H. N. 
Underhill. 











to injuring children’s feet, the policy 
of this house is to forego the sales and 
profits arising from selling merchandise 
of this type. 

When our little girls reach the age 
of from nine to eleven years and re- 
quire size 3, 3% and 4, fitting dangers 
increase because many lines of shoes do 
not run in continuity from size 3 to size 
3%. They jump to different shaped 
lasts, entirely different heights heels 
and in many cases, compel young girls 
to wear shoes that are entirely unsuit- 
able for them. 

There is a big demand for 8/8 heels 
coming from those mothers who have 
sense enough to refuse to allow their 
little girls to wear shoes out of keep- 
ing with their ages. The majority of 
girls reaching nine, ten and eleven 
years, wear a size larger than 3. In 
this store we try in every way possible 
to convince both the mother and the 
girl, that the girl should not put on a 
12/8 heel until she is at least twelve 
years old. 

The net result of all these high ideals 
and endeavors is a remarkable high 
grade children’s shoe business, one of 
the best and most profitable in the 
Southwest. The fitting rule upon which 
this store, bases its foundation is the 
Golden Rule. 


He Shoes the Stars 


[CONTINUED FROM PAGE 24] 


The torchiers which light the front 
half of the reception room by ceiling 
reflection are made in the form of 
broken classic columns. 

The rear wall that separates the re- 
ception room from the work shops is 
done in a light tint of apricot and 
carries the coat-of-arms and the motto 
of the shop—a shield with the Latin in- 
scription, “Gratia Placendi.” 

Mr. Spezza has a new idea in window 
floor covering that has attracted wide 
attention and at the same time has pre- 
sented the essential wares of the shop. 
Twenty different patches of leather 
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representing the various calfs, kids, 
reptiles, etc., in their various finishes, 
have been pasted to stiff card-board 


bases, cut in modernistic forms. These 
fit together accurately, making a com- 
plete mosaic for each window floor. 

The display unit, where never more 
than six or eight pairs of specially 
created shoes are shown, is a clever 
departure from the usual. This is 
really the exterior wall of the fitting 
room and consists of modernistic 
shelves, just wide enough for a shoe to 
sit on lengthwise, with translucent 
walls made of screen painted with 
cellulose behind the shelves. At night 
the fitting room is illuminated and the 
light gleams out through the screen, 
showing up the shoes in profile, a 
beautiful sight from the sidewalk. 

Seven highly skilled shoe making 
specialists are employed on the benche: 
and all are under Mr. Spezza’s per. 
sonal direction. All are European 
trained. 

The proprietor takes considerable 
pride in the telegrams received fron 
notables at the time of his opening an: 
these have been framed together with 
a number of autographed photographs 
for wall decorations. Among tele- 
grams thus framed are one from the 
wife of the mayor of Los Angeles ani 
another from Sid Graumann, worl: 
famous theatre owner. Among per- 
sonally presented autographed photo- 
graphs seen on the walls are one from 
Bing Crosby and one from Mae West. 

Mr. Spezza..is. well known. in Los 
Angeles as a designer and maker of 
high-class shoes. For twenty-six years 
he had his place of business in the 
beautiful Wetherby-Kayser Shoe Com- 
pany store at 715 S. Flower Street, the 
last twenty-one years owning his shop 
and operating as a concession. 

The new shop, located at 5672 Wil- 
shire Boulevard, has among notable 
moving picture people recently served: 
Bing Crosby, Mae West, Claudette 
Colbert, George Raft, Adolphe Menjou, 
Ann Harding, Louis D. Lighten, 
Miriam Hopkins, Richard Wallace, 
Mary Boland, William Powell, D. W. 
Griffith, Rudy Vallee, Barbara Stan- 
wick, Loretta Young, Conrad Nagel, 
Marlene Deitrich, Janet Gaynor, Shir- 
ley Temple, Sid Grauman, Charles 
Rogers, Lloyd Pantages, and others. 
Mr. Grauman, of course, is recognized 
for his perfect taste in shoe patterns 
and is one of the leading pace setters 
in Hollywood. Practically all of his 
shoes are created in this shop. 

Mr. Spezza has recently fitted out 
several famous moving picture celebri- 
ties with late Summer footwear and 
makes the following notes on a tew 
whose names are household words the 
world over: 

Bing Crosby. actor and noted radio 
crooner, among other sports shoes, is 
getting a big kick out of a pair of 
white buck with brown calf combina- 
tion. These were made on Bing’s 
regular custom last and have piind 
eyelets. The brown trim includes cap, 

[TURN TO PAGE 47, PLEASE] 
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Perpetual Inventory Assures an Increased Profit 
... and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 


“ [ROOT & SHOE 
¥ RECORDER 
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s the Do Business More Efficiently by Installing the Recorder Stock Record Card System 


F MERCHANTS SERVICE DEPARTMENT 
redio BOOT AND SHOE RECORDER 
ae 209 So. State Street, Chicago, Illinois 


i a Gentlemen: DEALERS, CHICAGO AREA: 


( ) Please send me samples and prices of your Stock 
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oo... d Daily Sales Card Record. . + . . 
ae —— Personal service available on above subjects—also in 
iplind merchandise promotions—at nominal cost. 
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When writing advertisers please mention Boot and Shoe Recorder 
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Last designed for 
use With e/fther 
type of insole 


Saddle insole 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very- desirable 
advantage of a comfortable fit. Many leading, retailers . 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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When writing advertisers please mention Boot and Shoe Recorder 
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The United Last Com- 
pany operates these 


modern factories in 
a a 


eight important terri- STEWART & POTTER CO. 


BROOKLYN, N. Y. 


FITZ BROS. CO. 
AUBURN, MAINE 


tories. Its facilities for 
style ‘and service are 
constantly available 


to the shoe manufac- 
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“Such Style! Such Class! Such 
Beauty !” 


“Are you thinking about Sur- 
pass Blue and Surpass Brown 
Glazed hid again?” 


A shoe whose color is as right as Surpasss Brown or Surpass Blue 
whose color sells customers as soon as they see it, is still worthless 
to the shoe manufacturer or the shoe retailer if the leather itself 
won't stand up. doesn't give the customer service and comfort. On 
the other hand, a leather with as firm a texture, as soft and silky 
a grain, as fine uniformity and with as beautiful characteristics as 
Surpass Glazed Kid, still won't produce any shoe profits if customers 
never buy it—if its color is just off, if it is in a shade not popular 
or stylish. The most profitable feature of Surpass Brown and 
Surpass Blue from the trade's viewpoint, is its beautiful combination 
of authentic fashion color and fine leather—of beauty for Sales 


and quality for Repeats. 


RPASS 


BROWN ¢4)) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


® Shoe Retailer 
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Shoe Trade Gains in 
West Coast Cities 


Increase Averages Approximately 30 
Per Cent in Stores of Santa Ana, Calif. 


Santa Ana, Cautir.—Retail shoe dealers in Santa 
Ana, one of the oldest medium sized cities in Southern 
California, on the whole report increases in sales over 
last year of approximately 30 per cent on the average 
with many stores well above this. This applies to chains 
as well as to independent stores, to style stores as well 
as to popular price stores. Oranges, the main crop of 
Orange County, are not bringing quite as much money 
on the market this year as they did last, so gains in 
shoe sales are attributed by local dealers to the natural 
return of optimism and confidence. Here, as in other 
West Coast cities, business is improving. 

W. McVickar, manager of the shoe departments for 
the Famous Department Store, popular price, reports 
a 40 per cent gross gain for the first seven months of 
1935 over the corresponding seven months of last year. 
Incidentally he reports the highest priced men’s shoes 
in the store as selling the best. 


"Old Shoe" Drive Successful 

Gallen Kamp’s, managed by Robert E. Talley, has 
shown a satisfactory gain month by month since the 
establishment of this store ten months ago. In the 
recent Gallen Kamp “old shoe” drive, more than 4000 
pairs were brought to this store. 

Montgomery Ward and Company, commanding the 
most central location in the city, is selling more than 
50 per cent more shoes than last year, according to 
H. Hammerman, buyer. 

Karl’s, another popular price chain with a central 
location is 22 per cent above last year, approximately, 
according to Paul Slavin, manager. 

Swanberger’s, men’s store, independent, featuring six 
dollar shoes of nationally known makes, is more than 
25 per cent above last year to date, according to Walter 
L. Swanberger, proprietor. 

Newcomb’s, old established high quality store featur- 
ing style merchandise as well as lines for general wea 
($5.00-$12.50). is 33 1/3 per cent above 1934, accord- 
ing to Fred Newcomb, proprietor. 

Barnett’s Bootery, popular price, has enjoyed a 25 
per cent gain, according to Carl Harrison, managey. 

Walter Lewin who established his own shop exactl\ 
one year ago, featuring attractive novelty footwear fo: 
women and girls, has shown steady gains month }\ 
month since the day of opening, he states. His shoe- 
now carry his own labels. 


Steady Gains in Sales This Year 
Kirby’s popular price chain, managed by C. (. 
Skinner, is approximately 30 per cent above last yea’. 
Ed Busch’s Economy Shoe Store, featuring bot! 


" popular price and quality style shoes, is 331/3 pe: 


cent up for first seven months. 
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Walter Vandermast, president of Vandermast’s, Inc., 
quality men’s and boys’ store, reports steady gains 
in the new boys’ shoe department in keeping with 
a 33 per cent gain throughout the institution. 

Mrs. Alice E. Peterson, widely known women’s shoe 
store proprietor, featuring quality and style shoes for 
men and women, has gone through a July with a 35 
per cent gain over last July and with a 25 per cent 
gain for the year to date. 

Fred H. Rice and Son who entered there fine new 
store last year, express complete satisfaction with 
monthly increases to date. They look forward to a 
big autumn business as well as increasing volume in 
corrective shoes. 

The demand for autumn shoes here began earlier 
this year than in any previous year, the merchants 
nearly all state. 


New Stores and Departments 


Rapid revival of the retail shoe industry here has re- 
sulted in the establishment of new stores, new shoe 
departments in stores, modernization of stores and 
departments, and enlargement of departments during 
the last few months. 

At the present time the Peterson shoe store, owned 
by Mrs. Alice N. Peterson at 215 West 4th Street, is 
undergoing extensive modernization including a new 
front of the most up-to-date design. 

Vandermast, Inc., one of the leading men’s and boys’ 
stores in Orange County, has put in a boys’ shoe depar:- 
ment featuring shoes for boys from three years old to 
eighteen. The department occupies well lighted space 
in the large basement and is managed by Mrs. Murray 
Vandermast. Further improvements are contemplated. 
The store is located on Fourth Street at Broadway. A 
very unique feature of this department is the broad, 
black felt display board surrounding the stairway ap- 
proach for the display of children’s hosiery. 

The Famous Department Store, 4th Street at Brush, 
has enlarged its shoe department space by 25 per cent 
and added new articles of furniture besides taking on 
new lines of shoes, both men’s and women’s with the 
thought of “grading up.” 

Barnett’s Bootery, 209 West 4th Street, has very 
recently been modernized with a new and deeper front, 
new sections of wall shelving, an interior paint and 
decoration job, and X-ray machine, and a large Neon 
street sign. The floor space has been increased by 
20 per cent. 


Physician in Charge of Department 


Fred H. Rice and Son who established their beautiful 
new store at 309 West 4th Street, a good location, a 
few months ago, have added a foot clinic to their 
services. The man in charge of this department is both 
an osteopath and a orthopedic physician and spends 
two half days in the week at the store, giving advice 
and treatment. Special rooms have been rovided for 
him. Not only does he treat the foot, bt works on 
the entire limb to the hip. 
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GLADYS In Stock 


No. 203—Black Kid, Grey Fancy Stitch. 
No. 303—Brown Kid, Beige Fancy Stitch. 
Patent Underlay to match on quarter, 

800 Last, 16/8 Cuban covered heel. 

You will need to size-up often. 


=@ RETAILERS... WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


FRANKFORT KENTUCKY 


YOU REPEAT YOUR PROFITS WITH 
AMERICA’S FINEST NU-MATIC 
VP. NURSE’S COMFORT SHOE 





The Nurse 


Style No. 530 
White Kid  Blucher 


? j trae rereeeeerreet Z Oxford—Imitation Tip. 
Baia’; \ Width AAA to D. 
PN: , 





Price $3.35 7 Ke ' 


The greatest shoe ever designed for Nurses. 


You can walk or stand all day long The patented Nu-Matic shoe with a 
and never feel tired, when wearing a sponge rubber cushion has introduced 
pair of Rohn Nu-Matic nail-less con- a new degree of foot comfort. It 
structed shoes, made especially for takes the POUNDING and STRAIN 
Nurses, dining room pm. beauty par- off the SPINE. It provides pillow- 
lor at doctor’ 8, etc. like resiliency with every step. It 
rests the body while standing. It ex- 
ercises and massages the muscles. 


Send for our catalog of Men’s and Women’s shoes. 


“Un w//AN Ta 


oe ones SHOES 


Exelusivetly manufactured by Rehn Nu-Matic Shoe Mfg. Ce. 512 W. Florida St., Milwaukee, Wis 
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Bookkeeping made so simple that e« high- 
sehool boy would have dificulty in making 
errors ef entry. if he follows the guide 
written in every-day language. 
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The Most Complete Record 


of Finanees in the Most Convenient Form 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 


CONSISTING OF: 


Complete Bookkeeping 
Guide— 
Daily Records— 
Departmental Records— 


Comparative Statement of 
Income— 


Daily Record of Salesmen— 
Comparative Trial Balance— 
Cloth board loose leaf binder. 


$I Q-30 comic 


Postage Prepaid 


(Oheck with order, please) 
Unless C.0.D. shi ment 
fs preferre 





least entries—the least work — 


the least chance of confusion or error. 


The 
aoe . ) DAILY— 
les Compar- 
i WEEKLY— 
Cast of Sales j MONTHLY 
Returns FIGURES 


USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. 
ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 


DETAIL. 


ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. 


1935 












Receipts 

Disbursements 

Itemized Over- 
) head 


NEW GOVERN. 
MENT RULINGS 
DEMAND MORE 
ACCURATE AC- 


Net Earnings COUNTIN®G 


THAN IN THE 

PAST. 

REFILLS IN 
STOCK. 








Merchants Service Dept. | 
Boot and Shoe Recorder | 
209 Seuth State Street 

Chicage, Il. 


—Please send me the FINANCIAL 
for which find check enclosed fer $10.50. 


—Please send me sampie sheets for inspection. 
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| 





eee eee eee eee ee eee ee 


eee eee eee ee ee ee ee 2 eee 


sere ees e eee s ee IBE cee eee seeeees 


<—"@ MAIL THIS TODAY 





BOOT ann SHOE RECORDER 


MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, IIl. 


When writing advertisers please mention Boot and Shoe Recorder 








Mien wie a i 


ous 
lishe 
indu 














BOOT AND SHOE RECORDER, August 





17, 1935 


Page 39 








WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, AUGUST 17, 1935 


NATIONAL NEWS 





Shoe Wages Increase over Last Year 


Average Weekly Earnings for June Higher, Government Figures 
Show, Despite Passing of Code 


NEW YoRK—The National Boot and 
Shoe Manufacturers Association is in 
receipt of a report from the United 
States Bureau of Labor Statistics 
showing increased per capita weekly 
earnings in the shoe manufacturing in- 
dustry. For June, 1935, the average per 
capita weekly earnings, including all sec- 
tions of the country and various grades 
and types of shoes, were $17.56, com- 
pared with $17.20 for June, 1934, under 
the code, in spite of a reduction of ap- 
proximately three-quarters of an hour 
in the average hours worked per week. 


tii 


WE ARE COOPERATING WITH 
THE NATIONAL BOOT AND SHOE 
MANUFACTURERS ASSOCIATION 
IN CONTINUANCE OF MINIMUM 
WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 
IS MANUFACTURED UNDER 
THESE CONDITIONS 


















Symbol of Co-operation 


As a result of the efforts of the 
National Boot and Shoe Manufacturers 
Association to stabilize conditions in 
the industry, orders have been received 
for more than 175,000 poster stickers 
from shoe manufacturers to attach to 
their invoices, and manufacturers re- 
port this cooperative effort has had an 
important influence in_ stabilizing 
wages, with an accompanying tendency 
to stabilize prices. 

These facts, it is believed, are highly 
significant, in view of certain errone- 
ous statements that have been pub- 
lished regarding labor conditions in the 
industry. 








JUNE PRODUCTION LOWER 


PRODUCTION OF BOOTS, SHOES, AND 
SLIPPERS, OTHER THAN RUBBER 


MILLIONS OF 
Paine JUNE , 1988 
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Washington, D. C.—Shoe production for 
the month of June decreased 13.9 per cent 
from the May figure and 7.2 per cent from 
June, 1934, according to the latest figures re- 
leased by the Bureau of the Census. Total 
production, including boots, shoes, and slip- 
pers, of factories reporting for the month 
amounted to 26,485,379 pairs. Production for 
the pericd from January to June, inclusive, 
shows a decrease of 2.9 per cent as compared 
with the same period of last year. 





Shoe Store Moved 


Bic Rapips, MicH.—Neubert’s Shoe 
Store has moved to new and larger 
quarters at 105 S. Michigan Avenue. 
The new location has been completely 
remodeled. New fixtures have been in- 
stalled, a new marble linoleum floor has 
been laid, and a complete new front has 
been put up. 

A. H. Neubert, owner and manager 
of the store, states that increased busi- 
ness has made the move necessary. 


Mittelman Visits New York 


New YorK—M. A. Mittelman of De- 
troit, president of the National Shoe 
Retailers Association, paid a brief visit 
to New York last week. It was one of 
his periodic buying trips to this mar- 
ket, and while in town he conferred 
with Manager John J. Holden and some 
of the local shoe men relative to plans 
for the Spring Style Conference, which 
is te be held at the Waldorf Sept. 9 and 


10, simultaneously with the Spring 
Leather Opening of the Tanners 
Council. . 

Mr. Mittelman expressed gratifica- 


tion at the attempts that are being 
made by shoe retailers here and else- 
where to control the clearance sales 
situation and declared that the efforts 
of Detroit merchants in this direction 
have proved highly successful during 
the present Summer. 


Peak Days Since '29 


SALT LAKE City, UtTan — Percy 
Walker, manager of the Enna Jettick 
Shoe Store, reports the two best days 
in point of sales the store has enjoyed 
since its opening in 1929. The occa- 
sion was a special offering of white 
shoes at $2.95 and $3.95. The crowds 
were so great that it was impossible 
to even seat half the women who 
thronged the store during the sale. 


Modernizes Store Front 


DETROIT, MICH.—J. Babicz, owner of 
a store at 9609 Joseph Campau in Ham- 
tramck, northeastern Detroit suburb, 
has modernized his storefront. In one 
location for eighteen years, he has now 
made his shop one of the neatest small 
shoe stores in this section. The store 
is only fifteen feet wide, and presents 
difficult front problems for that reason. 

The entrance has been moved from 
the side to the center, and two display 
windows with a vestibule of about nine 
feet installed, in triple set back style. 
The front is done in black steel glass, 
with a gold stripe trim, giving a de- 
cidedly attractive appearance to the 
store. 
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Men's and Women's 
Slippers 


i 


EVANS’ SLIPPERS 
Hand Turned, Cement 
or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send for Catalog 
No. 1605, 
Padded sole 
opera 
Tan and Black, 
6-12 D. 


$1.25 






L. B. EVANS’ SON CO. 
Wakefield, Mass. 


22322>>3 59 >> 
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Shoe Shrinker 


P66 AF FF EF EP EP EE EP SP 





The Original 
SHOE SHRINKER 






Pat. No. 1990142 
with 


Prepared Fluid 
Shrinks Leather or Fabric 
Shoes Perfectly. Makes 
Sales. Stops Refunds. 
Makes a Perfect Fit to 
Shoes That Slip at the 
Heels or Gap at Sides. 
Simple and Easy to Oper- 
ate. 


$15.00 


Write for More Information 


E. C. SMELTZER CO. 


121 E. Sist St., Indianapolis, Ind. 





Opens New Store 


Des Moines, Iowa—E. A. Otte, for- 
merly of Green Bay, Wis., is opening a 
new Health Spot Shoe Shop in Des 
Moines at 510 Grand Avenue. He was 
formerly sales representative of the 
company at Danville, Ill. The line is 
being introduced into the midwest ter- 
ritory with this opening. 





Manager Returns 


CoLuMBUS, OHIO — The Bradford 
Husch Company of this city announces 
the return of Andrew N. Hauer to 
their organization as manager of the 
store’s shoe department. 

Mr. Hauer previously was associated 
with this company as manager of the 
same department for a number of 
years. 


The Shoe Doctor | 





Kidskin Tanners Show 
New Designs 


New York—Throughout the market, 
the stylists of the Kidskin Tanners 
have been meeting with the question 
“How shall we make kid shoes look 
new?” In an attempt to answer this 
question, the kid tanners held an ex- 
hibit of pull-overs from a number of 
leading designers, at the Waldorf on 





Pinch Pleating 


July 31. These shoes illustrated ten 
important treatments of the season. 

1. Pinch pleating, as developed by 
Evelyn Ziniti, is a novel and extremely 
interesting treatment. This pleated 
kidskin is at its best when used in 
panels and inlays—rather than for en- 
tire shoes. 

2. Kid with grosgrain is a new 
fashion that is a logical follow-up of 
the popular kidskin tie with grosgrain 
bow. The grosgrain may be applied in 
wide bands or in panels or inlays. It 
may match or contrast with the shoe. 
An interesting use of color is the gros- 
grain ribbon that matches the shoe but 
has a contrasting border. 

3. Stitching—This is a treatment 
that is always good but one that can be 
very uninteresting unless it is devel- 
oped in new ways. This year stitching 
should form a definite design. The lit- 
tle sprays of stitching in bands that 
suggest braid that we have had for 
so long are going out. Polka dots are 
new and the use of ombre stitching is 
also new. 

4, Flowers as shoe ornaments are 
fashion news. There has never been a 
season when flowers have been so im- 
portant in all phases of the mode—bou- 
quets and boutonniéres on dresses— 
flowers on hats—flowers made_ into 
belts, bracelts, buttons and hair orna- 
ments. It is only logical to expect to 
see them on shoes. Developed in kid- 
skin they form very practical orna- 
ments. 

5. Quilting and padding are both 
good treatments that break up the sur- 
face of the shoe. Like pleating, they 
should be used in small areas. 

6. Drapery is a rather expensive 
treatment but one that is very smart— 
especially in view of the importance of 
drapery in costume fashions. 

7. The streamline shoe, completely 
undecorated except for one large blob 
of ornament, which may be a strap, a 
buckle, a vamp treatment or anything 


BOOT AND SHOE RECORDER, August 













17, 


VANTAN 


TRADE MARK REGISTERED 


VAN TAN 
INNERSOLES 


give the 
maximum of 


flexibility, 


resiliency 


and 
comfort 


VAN TASSEL 


LEATHER COMPANY 
NORWICH, CONN. 





you like, is a very chic fashion and one 
that appeals to the sophisticated wo- 
man. 

8. Lacy perforation is a new note of 
the season. It is sharply distinguished 
from the rugged perforations that are 
still smart on sport shoes. The lacy 
type is chiefly applicable to town shoes 

9. Cording is a good treatment to 
give surface interest. There are innu- 
merable variations. 

10. Novel arrangements of straps are 
coming in and are especially well adapt- 
ed to town shoes made from kidskin. 

This entire showing featured town 
shoes—the type of shoe that a woman 
wears from nine to five. As costumes 
go more formal, these town shoes are 
replacing the spectator types that wo 
men wore day in and day out in seasons 
when tweeds were the big fashion fo: 
both town and country. 





Opens New Store 


CHICAGO, ILL.—Feltman and Curnie 
opened this week a new store at 12! 
South Dearborn Street. The store s 
completely finished in the modernist ¢ 
manner with the new type of individu"! 
chromium chairs. Irving Silverm:1 
who has been assistant manager of tiie 
store at 134 North State Street wl 
be promoted to the position of manag ’r 
in the new store. Air conditioning his 
been installed in this store. 
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Promotes Italo-Canadian Trade 


MONTREAL, CAN.—Commandatore A. 
D. Sebastiani, president of the Italian 


Chamber of Commerce of Canada, was | 


honored by his fellow members on the 
occasion of his approaching trip abroad, 
when he will endeavor to find means of 
fostering Italo-Canadian trade, at a 
luncheon at the Roma Restaurant. 

When in Rome he would interview 
high officials of the Italian Department 
of Trade and would contact leading in- 
dustrialists, exporters, importers and 
officers of trade bodies throughout Italy 
in the interests of commercial dealings 
between both countries, Commandatore 
Sebastiani, said in explaining the pur- 
pose of his trip. He also announced 
that he would visit Paris and London 
and that while in the latter city he 
would attempt to interest British im- 
porters in the purchase of Canadian 
manufactured shoes, a production in 
which he is himself interested in a busi- 
ness capacity. 


Lectures Chiropody Students 


CHICAGO—The movement in Chicago 
for a better understanding between 
shoe men and chiropodists is gaining 
some headway. Recently an outstand- 
ing authority on shoes and lasts, Milton 
D. Marnitz, manager of the Lane Bry- 
ant shoe department, started a series 
of lectures on the proper fitting and 
construction of shoes at the Northwest- 
ern Institute of Chiropody. Other 
subjects will cover the variation in 
lasts and a discussion of the different 
types of lasts as applied to their pro- 
fession, so that when the students grad- 
uate as full fledged chiropodists they 
will know how to properly fit shoes as 
well as treat feet. 

Mr. Marnitz says that chiropodists 
need more instructions in the proper 
fitting of shoes and a more clear under- 
standing of the principle of shoe con- 
struction that they at present possess. 
With this object achieved, he says, 
closer cooperation between shoe men 
and chiropodists would become a real- 
ity. 

Mr. Marnitz has been with the Lane 
Bryant for several years and in Chi- 
cago is considered an authority on cor- 
rective footwear. 





Reconditions Store 


SALT LAKE City, UTAH—The Flor- 
sheim Shoe Store, 164 South Main 
Street, is redecorating the store and 
installing an air-conditioning system. 
Other changes in the store are: J. L. 
McAlpine, formerly with the Bullock 
ladies’ shoe department, Los Angeles, 
is now assistant manager. Previous to 
these connections, Mr. McAlpine was 
associated with the Brown-Dunkin and 
the Walk-Over Shoe Companies, both 
of Tulsa, Okla. 

W. E. Dorton, formerly with the 
Florsheim Shoe Store, is now connected 
with the Feltman-Curme Shoe Stores 
Company, 216 South Main Street. 
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MAKERS OF 20 


R-2023 — Black 
Waterproof, leather 
lined, double sole 
with white rubber 
middle sole;  In- 
Stock AA-D, 5-12, 
$4.35. 


R-2022 — Same in 
Brown Waterproof. 


























RACINE SHOES give 
complete style and feature shoe program, 


bother to “tote” a pair of rubbers nor an umbrella. 
new numbers have been added to the line of RACINE 
SHOES for fall which will make friends for your store. 


and window display features. 


WATERPROOF SHOES 
with smart style 


have a distinct appeal with business men who just won't 


Two 


the merchant a 


backed up with colorful merchandising 


AUTHENTIC AMERICAN GRADE TO RETAIL AT $4.00 


IN-STOCK DOCTOR SHOE STYLES 


«We 


Racing 
4 t 


WO 


NEW FALL 
CATALOG 
will be sent 
on request. 


RACINE SHOES TO RETAIL AT $5 TO $6.50 


SHOE MANUFACTURING COMPANY 





R-2020 — Black 
Waterproof, leather 
lined, double 
leather sole; In- 
Stock AA-D, 5-12, 
$4.00. 


R-2021 — Same _ in 
Brown Waterproof. 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
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Shoe Trees 
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QUICK PROFIT ITEM + 50) 


SIMPLEX SHOE TREES 


SELF ADJUSTING vy YN 
A Gentle Squeeze 
Inserts or Removes 


UNIQUE 
SALES PLAN 
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SHOE TREE 
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William A. Denison 


BuFFALO, N. Y.—Word has been re- 
ceived in this city from Rochester of the 
death of William A. Denison, 61, wide- 
ly known representative of the Interna- 
tional Boot and Shoe Workers Union. 
He died at Galt, Ont., where he had 
gone to adjust a wage dispute. Denison 
was a member of Governor Lehman’s 
interstate board to codify labor laws 
and was president of the State Card 
and Label League. He was secretary 
and treasurer of the shoe union in 
Rochester for 16 years as well as 
labor’s representative on the NRA and 
TERA boards. 


Aloysius J. Argus 


BuFFALO, N. Y.—Aloysius J. Argus, 
secretary of the Joseph Argus Shoe 
Manufacturing Co., Inc., died in New 
York at the United States Veterans 
Hospital after an illness of six months. 
He was taken to the New York hospital 
for observation shortly before he died. 
Mr. Argus was 45 years old, a veteran 
of the World War and a member of 
Troop I Post of the American Legion. 
He had been associated with his 
brothers in the shoe manufacturing 
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business in Buffalo for more that fif- 
teen years. 

Funeral services were held in St. 
Mark’s church ini Buffalo and burial 
was in Pine Hill cemetery. 

Surviving Mr. Argus is his widow, 
Margaret Harney Argus; six brothers, 
Joseph L., Edward S., Carl F., William 
J., Harry E., and George L. Argus, and 
three sisters, Mildred Argus, Mrs. J. 
W. Schifferli and Mrs. H. L. Hansen, 
all of Buffalo. 





Derrick Matthews 


BuFFALo, N. Y.—Derrick Matthews, 
68, retired shoe manufacturer, died re- 
cently at Owen Sound Hospital, 
Ontario. He suffered a fatal heart at- 
tack while fishing at Lion’s Head, Ont., 
and passed away soon after being rush- 
ed to a hospital. He is survived by 
two daughters and a son. 





Gay R. Irving 

Muncig, InNp.—Gay R. Irving, who 
was 40 years old, and associated with 
his brother, Don Irving, in a shoe store 
here, died recently at the home of his 
mother. He is survived by his mother, 
his widow, a brother and a daughter. 





Upswing in Quality Business 

New York-—At a recent meeting of 
the quality group of shoe retailers in 
the metropolitan area, Irving Gross- 
man, of I. Miller & Sons, Inc., was 
in.roduced by the chairman as the man 
who has contributed more to the quality 
shoe business than any other man in 
the shoe industry. 

Irving Grossman is a most unusual 
sales manager. The success of his com- 
pany is predicated on the fact that the 
welfare of the merchant is of prime 
importance in today’s successful mer- 
chandising picture. His ideas and as- 
sistance have been invaluable to the 
hundreds of merchants who carry the I. 
Miller line and his outstanding methods 
of planning and promotion have been 
a prime factor in their success. 

Mr. Grossman recently told the Boot 
AND SHOE RECORDER that he is most 
optimistic regarding the coming Fall 
season and as definite proof of the up- 
swing in quality shoe business he an- 
nounces the addition of seven new ac- 
counts to the roster of I. Miller dealers. 





A New Enterprise 


New YorkK—Lester Pincus and Sam 
Biedell celebrated the opening of their 
new business, known as the Pincus & 
Biedell Shoe Corporation, July 17. They 
are located at 147 Duane Street, New 
York. 

Many of their friends and buyers 
were on hand at the opening to wish 
them luck and success in their new en- 
terprise. 

They carry a stock line of women’s 
novelty shoes to retail at $3.00 and 
$3.50. 










LASTING . 


by hand is one of the many hand 
features in Hand Craft shoes. 
This character footwear com- 
bines the advantages of machine 
production with many of the 
quality features of hand shoe- 
making. Ten _ styles carried in- 
stock to retail from $8.50 to $10. 


HAND CRAFT the CHARACTER Touch in Footwear 


COLE ROOD and HAAN 


Manufacturers ef Men’s Exelusive Fine Footwear 
CHICAGO, ILLINOIS 












U. S. Rubber Earnings 


New YorK—Net sales of the United 
States Rubber Company for the six 
months ended June 30, 1935, amounted 
to $57,722,837. Sales for the first six 
months of 1934 were $52,495,958. 

The profit from operations, after in- 
terest on funded indebtedness of $1,- 
810,099 but before provision for depre- 
ciation, amounted to $3,457,540. Pro- 
vision for depreciation was $2,798,960 
and the net increase in Surplus Account 
amounted to $658,580. 

Charges for taxes during the six 
months amounted to approximately $4,- 
340,000, including excise and processing 
taxes of $3,325,000 and provision for 
Federal income taxes of $260,000. 

The plantations had a profit of ap- 
proximately $215,000 after all charges. 
including provision for depreciation 
and amortization amounting to $803,- 
000. These earnings have not been in 
cluded in the results of the United 
States Rubber Company as_ show: 
above. 





Opens Second Store 


CATASAUQUA, PA.—Walter M. Beer: 
who recently opened a new shoe stor 
in Emaus, Pa., has opened his secon: 
“Family Shoe Store” in Catasauqu:, 
Pa. 

Robert Phillips of Cleveland will b- 
the manager for this new up-to-dat: 
store. 
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A Novel Sandal Window 





This display produced excellent results for the Merit Shoe Company, of Greensboro, 
N. C. The wheel in the center revolved continuously from 8 A.M. to I! P.M., 
displaying thirty-two styles of sandals. 





|. Miller & Sons Hold Outing 


New York—I. Miller & Sons spon- 
sored a boat ride for all the employees 
of their factory in Long Island City, 
Saturday, August 3. The entire fac- 
tory force and friends, totaling 1400 
persons, went on the boat ride and out- 
ing at Rye Beach, New York. The day 
was spent in swimming, sports, games, 
and dancing and at 5:30 the entire 
group had dinner at the Casino. 

One of the features of the outing was 
the beauty contest in which Antoinette 
Cassese of the fitting department, 
walked off with the honors. Michael 
Miller, Charles Miller, Henry Mendel- 
son, and Miss Sass were the judges of 
this contest. 


Edison Bros. Sales Increase 


St. Louris, Mo—tThe sales of the 
Edison Brothers Stores, Inc., show an 
increase in July over the same month 
of last year. The sales for July, 1935, 
were $992,500.22, showing an increase 
over July, 1934, in which month the 
sales totaled $781,236.41. 

The sales for the first seven months 
of 1935 also showed an increase over 
the corresponding months of last year, 
being this year $8,707,072.72 as against 
the total sales of $7,765,803.55 in the 
first seven months of 1934. The Edison 
Brothers stores have increased from 
81 to 84, 

Irving Edison, vice-president and 
general manager of the chain of stores, 
sailed August 10, on the Ile de France, 
for an extended European visit. 


New Factory Organized 


PARKERSBURG, W. VA.—Harry Gross- 
man has organized the Grossman Shoe 
Company, Inc., of Parkersburg, West 
Virginia, to manufacture women’s cor- 
rective type footwear. 

The new factory organization ac- 
quired the plant of Graham Bumgarner 
and will be in operation within 60 
days. The estimated output at the start 
will be approximately 1000 pairs of 
shoes per day, necessitating the employ- 
ment of about 150 persons. 





Patent Sales Top 
Previous Record 


Boston, Mass.—The Colonial Tan- 
ning Company reports that last month 
was the largest July in volume of sales 
on their black and colored patent 
leather in the history of the firm, ex- 
ceeding the previous high mark by 
200,000 feet. 


New Westwood Store 


WESTWOOD VILLAGE, CAL.—H. Sny- 
der, formerly relief manager for Karl’s 
Shoe Stores, Ltd., is the manager of 
that company’s new store at 1108 West- 
wood Boulevard, this village. The store 
here is said to be the most modern of 
all in the chain. 

Bob Firstman, formerly manager of 
the Karl store in Beverly Hills, has 
been named manager of the new store 
at 328 University Avenue, Palo Alto, 
Cal. 
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Backs Up This Line 


Link your children’s business to 
a line that is second to none. 


Write or wire 
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Division of International Shoe Co. 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Seles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Soles 2-6 


Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
HOE C 
Leeust St. 








Danvers, Mass. 
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Gene Phillips Covers Coast 


Los ANGELES, CALIF.—Gene Phillips 
is now covering the entire West Coast 
for the Mound City and Forrest Park 
lines of the Brown Shoe Co. His head- 
quarters will be at the Hotel Hayward 
in this city. Mr. Phillips was recently 
transferred to this territory after 20 
years as house representative for these 
lines in the St. Louis office. In speak- 
ing of his change he said, “The friendly 
attitude of the shoe buyers on the Coast 
and the cooperation they give are truly 
remarkable. It is a real pleasure to 


work with such a fine lot of men.” 








Addition to Musebeck Factory 


DANVILLE, ILL.—Even in the darkest 
depressions there are always some or- 
ganizations that forge ahead and make 
progress. Such is the history of the 
Musebeck Shoe Company of Danville, 
Ill., now in its seventh year of growth. 
Started just before general business 
went into a decline, this was a midget 
factory with about 75 employees and 
appropriately nicknamed the “Shoe 
Box.” - 





GEORGE E. MUSEBECK 


Beginning with a short line of men’s 
service shoe numbers, the Musebeck 
Shoe factory has now developed to an 
800 pair per day production, 75 per 
cent of which are their top-grade fea- 
ture shoes, the Health Spot line. 

The Musebeck Shoe Company is a 
typical example of an ideal becoming 
reality. Through all his shoemaking 
years, George E. Musebeck, founder 
and president of the organization, has 
had the ambition and the desire to make 
not only the best quality shoes but also 
shoes scientifically constructed that 
would give comfort and relief. 

Health Spot shoes have increased 50 
per cent in production the last six 
months, and the Musebeck Shoe Com- 
pany is now building a new factory ad- 
dition that will enable them to double 
their capacity. 

With its completion before Sept. 1, 
floor space will be increased from 80(0 
square feet to 17,000 square feet, and 
the crowded conditions of the past year 
entirely eliminated. 

One of the most important and inter- 
esting places in the new factory bui!d- 
ing will be the office of G. E. Musebeck. 
His private office will be equipped and 
fitted like a model Health Spot Shoe 
Shop, even including a 10-foot window 
six feet deep, exactly as recommended 
for the front of a Health Spot Shoe 
Shop. The official colors for exclusive 
Health Spot Shoe Shops are jade green 
carpets, chromium streamlined furni- 
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ture upholstered in black and bright 
red leather, black and silver or gold- 
trimmed painted valances on the front 
of the window and black carpet on the 
floor of the window. These colors will 
predominate in Mr. Musebeck’s office. 

The Musebeck Shoe Company en- 
courages individual ownership of ex- 
clusive Health Spot Shoe Shops, for 
which they furnish a complete pro- 
spectus, including layout and floor plan 
for the store, specifications for a special 
Health Spot Shoe Shop window, com- 
plete budget and operating plan, and 
recommendations as to modern interior 
decorations and furniture. 


Advises Shoe Men of 
Legion Convention 


St. Lours—W. F. Victor, manager of 
the Hotel Lennox, at 9th and Washing- 
ton in St. Louis, has issued a notice to 
shoe men, calling their attention to the 
fact that the American Legion will hold 
its convention in St. Louis from Sept. 
23 to Sept. 27 and advising them to 
try to avoid coming to the city at that 
time. This is a very large convention, 
Mr. Victor points out, and hotel facil- 
ities will be taxed by the expected in- 
flux of legionnaires. 


Trade 
Literature 


Matrix Catalog for Fall 


ROCHESTER, N. Y.—E. P. Reed and 
Company have just issued an interest- 
ing new catalog illustrating and describ- 
ing their Matrix and Collegebred shoes 
for Fall and Winter, 1935. An attrac- 
tive feature is the showing of the shoes 
against backgrounds illustrating the 
weave and texture of various dress 
fabrics for Fall. 

The catalog consists of a cover and 
32 pages and forms a most creditable 
contribution to the literature of the 
industry for the coming season. 


New Fall Catalog 


FARIBAULT, MINN. — Acrobat Shoes, 
Inc., have just issued their new Fall 
catalog featuring their complete line of 
juvenile “Acrobat” shoes, “Nature 
Study Acrobats,” for children and 
growing girls, the “Clara Barton” ox- 
fords for women, and the “Balancer” 
shoes for babies. Requests for the cata- 
log are invited and should be addressed 
to the firm at Faribault, Minn. 





Department Moved 


Los ANGELES, CAL.—Walker’s, large 
Los Angeles department store at Fifth 
and Broadway, has moved all of its 
popular price shoe departments from 
the basement to the fifth floor. Leo 
Mansfield, who has been in charge o! 
these departments for some years, has 
resigned. 
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New Fall Fabric Chart 


The new fabric chart designed for Fall, 1935, by |. Miller and Sons, Inc. These new 

charts are very helpful in building up consumer interest, through the medium of 

fashion, by helping the customer select the shoe best suited to the fabrics of the 
costume she wishes to match. 





Vetoes Bill to Regulate 
Closing Hours 


BuFFALo, N. Y.—A big surprise was 
sprung on local shoe retailers Aug. 8, 
when Mayor George J. Zimmerman 
vetoed a common council proposal to 
regulate closing hours of retail shoe 
stores, a proposal on which the Buffalo 
Retail Shoe Dealers Association has 
labored for over a year and which is 
favored by the overwhelming number of 
shoe dealers in the city. The veto is 
even more surprising as the mayor’s 
representative at the 1934 convention of 
the New York State Shoe Retailers As- 
sociation in this city publicly an- 
nounced that the mayor favored this 
measure, 

In his veto message, the mayor said: 

“In my opinion, this is an unfair in- 
terference and regulation of a well- 
established business and is an unjust 
attempt to regulate a lawful business 
which cannot be said to be in the inter- 
est of public health, as the labor laws 
now regulate hours of employment.” 

The mayor also pointed out that the 
validity of a similar ordinance, affect- 
ing open-air fruit and vegetable mar- 
kets is now being tested in the Supreme 
Court. 

Under the ordinance, the closing hour 
for retail shoe stores was set at 7 p. m., 
except Saturdays and the two-weeks 
period preceding Christmas and Easter 
when it was extended to 10 p. m. 


Expect Large Suede Sales 


DETROIT, MicH. — Detroit shoemen 
are expecting to do big business in 
suede this Fall. Following up the ef- 
forts on whites recently, a special poli- 
cy will be inaugurated, to keep shoemen 
from selling suedes on special sales or 
clearances early. This proved possible 
and profitable with white shoes, and 
suedes will be expected to give equal 
profits. 


The real start of the season will be 
Aug. 10, as far as a canvass of lead- 
ing downtown stores revealed. Plunkett 
brothers will put in their Fall suede 
display on this date. The Fall opening 
on Aug. 19 will be signalized generally 
by window displays and cooperative 
newspaper. effort of most stores, cooper- 
ating with the national association as 
well. The policy used in selling suedes 
as a Winter shoe was outlined by John 
C. Plunkett for the RECORDER: 

“Suedes can be sold for all weather, 
we are convinced. Even in this cli- 
mate, where galoshes are worn through 
most of the Winter, the suede shoe can 
be sold, although we expect an especial- 
ly big early Fall trade. Our policy will 
be based on suede as a year around 
shoe. 

“We have been selling both suedes 
and boucle leather all Summer long, 
and we have no worry about our abil- 
ity to keep on selling them for that 
reason.” 


Klawitter in San Diego 


Pomona, CAL.—J. F. Klawitter, well- 
known southern California shoe sales- 





man, who claims to have fitted shoes | 


in a greater number of stores than 


any other man in the State, and who | 


probably has not exaggerated at all in 
this claim, has accepted a position with 
the Cushman Corrective Shop at San 


| ing profits to you. 


Diego. He was employed until recently | 


at the Orange Belt Emporium. 


Shoe Company Extends Chain 


HOLYOKE, MAss.—Phillips Shoe Store 
has opened here at 339 High Street. 
This is the thirty-fifth store of this 
chain establishment in New England 
and New York. Benjamin G. Phillips 
of Boston, president of the corporation, 
was in Holyoke supervising the open- 


ing. 
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BOOTS THAT SELL 


It takes skilled workmanship, quality 
materials, minute care to build riding 
footwear the like of Aristocrats. That’s 
why O’Donnell Aristocrats from 
America’s Pioneer Boot Factory are 
leading the parade today. They are 
proven values — have that smart 
“Tipped Forward” effect —keep their 
shape—fit correctly and are priced 
right. 


Riding 
and 
Military 
Boots 


Remember, there is 
an O'Donnell Aristo- 
crat for every mem- 
ber of the family, as 
well as a complete 
line of Military 
Boots. Over twenty 
different numbers 
carried in stock in a 
wide range of sizes 
and widths. 


Consider the possibilities of more rid- 
Let us send you 
our little folder, “Ways and Means to 
Riding Sales.” This and our Instock 
catalog will be gladly sent upon re- 
quest. Write Today. 


' 
The O'Donnell 
SAINT PAUL, MINNESOTA 
NEW YORK, 531 MARBRIDGE BLDG. 
FACTORY AND WAREHOUSE, HUMBOLDT, TENN. 


Shoe Co. 
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Riding Boots 
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RIDING 
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IN-STOCK 
For Men, Women and 
Children — also 
Jodhpurs and Field 
Boots 











J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. 


JUSTIN BOOTS 


A COMPLETE LINE OF 
STOCK AND CUSTOM MADEN 


Riding, Cowboy and Lace Boots 
Write for Catalog X 
HJ JUSTIN SONS, 








LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 


For Immediate Delivery 











Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT 


CROMWELL CO. 
1239 Broadway 
New York City 














Appointed Manager 


JAMESTOWN, N. Y.—G. A. Greenspon 
has been appointed manager of the 
Tom Brown Shoe Shop at 219 Main 
Street. He formerly was manager of 
the Triangle Shoe Co. of Sayre, Pa., 
where he had been located for several 
years. 





New Sport Shoe Store 


BALTIMORE, Mp.—The recent open- 
ing of the sports shop by Schreiber & 
Jones at 215 West Saratoga Street, this 
city, has effected a new retail outlet 
for men’s sport shoes, including tennis, 
baseball, etc. 





that there are only three seasons in a 
year, two of which, the Spring and 
Summer selling, come from January 
to July, leaving the last half of the 
year with simply a Fall season. Re- 
member, this is being written about a 
Southern store. 

There is only one way to figure turn- 
over correctly. Take the inventories 
from December to July (which are 
seven), divide by seven to get the 
average inventory for the period and 
divide into the total sales. In order 
to get the right answer, it is necessary 
to have all figures, inventories and sales 
reduced to the same basis, either both 
at cost or both at retail. It is the com- 
mon practice to figure both at retail, 
as has been done in this case. 

Worked out it looks like this: 








Pairs 

December 31 inventory ........ 3,000 
February 1 inventory ......... 4,200 
March 1 inventory ........... 4,200 
Aoetl Tinventery .... 66sec 5,600 
May L4nventory ......66:66ii0%< 4,000 
June 1 inventory ............. 3,400 
GURY 1 TAWONUOEY «5.06 o.0:605:05 3,800 

| 
7 | 28,200 
Average inventory ........... 4,028 


which divided into the total sales of 
8000 pairs means a turn of 1.8 plus. 

In January and February a buyer 
will purchase more than he will sell. 
The reason is that the majority of his 
Dec. 31 inventory will consist more or 
less of a lot of inactive shoes. These 
shoes, however, were carefully bought 
so that it is possible to build around 
them, thus they can be profitably sold. 
The judicious sprinkling of new goods 
will tone up the entire inventory. 

In this connection it must be stated 
that the new goods should be planned 
to be put on sale at weekly intervals. 
A fresh flow of goods keeps a sales- 
force’s enthusiasm up and spurts up 
business generally. It is much better 
to get in four lines a week for a month 
than it is to get in sixteen lines all at 
one time. When sixteen lines are put 
on the shelves at one time, the sales- 
people take a liking to possibly four 
of them and the rest are dead as far as 
they are concerned. Stock on the 
shelves often goes stale on the sales- 
people weeks before it goes stale on the 
customers. 

It is impossible to work a stock down 
to the bare shelves at any given period. 
Every shoeman knows that it takes an 
average of three months to run a line 
down. Often 50 per cent of the shoes 
will be sold within ten days, but it 
takes many weeks to clean out the 
balance of broken sizes without taking 
severe markdown losses, 

A buyer should never put a shoe in 
stock unless he has a definite promo- 
tional reason for doing so. Shoe mer- 
chandising has changed entirely in the 
past year or so, so that a new approach 
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Six “Fast” Selling Seasons 
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to merchandising problems is needed. 
A buyer must of necessity be more of 
a seller and have the selling problem 
well worked out before he buys any 
shoe regardless of what it is. 

lt is most necessary that every buyer 
be thoroughly promotionally minded, 
because he must interpret the reasons 
for buying a shoe to his salespeople, 
his advertising department and his dis- 
play manager. He must know the real 
reason why the shoes that he buys will 
be purchased by his store’s clientele. 
Unless he has this knowledge the fore- 
going plan of operation or any other 
plan will be of little value. 





Sherrington Sails 





RICHARD SHERRINGTON 


New York—Richard E. Sherrington 
sailed for England on Wednesday of 
this week on the Manhattan. He will! 
spend some time in the promotion o! 
Styl-Eez shoes for the Sexton Shoe Co 
of Norwich. 


Opens New Store 


MONONGAHELA, Pa. — J. W. Hill, 
pioneer shoe merchant in the Mononga 
hela valley, and former partner of Hi! 
and Shipe, will open his own store a 
225 Main Street. The new store wi’ 
be modern in all details and new sty!: 
show windows will be installed to di:- 
play the quality shoes Mr. Hill wi! 
stock. 
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All Kids Look Alike to Me 
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heel, lace, stay, upper edge foxing 
and narrow strip marking the limit of 
the vamp. The trim is elaborately per- 
forated. There is no particular length 
to the spade and the heel is medium. 

Bing in his semi-dress shoes has a 
pair of black calf oxfords, medium 
weight, rather narrow toe, straight 
cap, no perforations, and medium heel. 
He has also equipped himself with a 
pair of jodhpur boots of pliable brown 
calf. 

George Raft has a pair of white buck 
with black trim, the feature being the 
especially short vamp and accentuated 
wing tip. These shoes have nickel eye- 
lets, are built on a conventional cus- 
tom last and have delicate perforations, 
The heels are slightly higher than the 
average. 

George’s semi-dress shoes are of light 
weight calf, black, wing tips, and have 
seven blind eyelets. The heels are a 
trifle higher than the conventional. 

For street wear, in addition to the 
regular sports, George is equipped with 
a pair of brown calf, medium weight 
oxfords. These also have the short 
vamp and accentuated wing tip, the 
heels are also higher than the conven- 
tional and they have liberal perfora- 
tions and brass eyelets. 

Louis D. Lighton, one of the best 
dressers in Hollywood, for his sport 
shoes shows preference for gray lizard 
on white buck. His favorite pair have 
straight cap and foxing of the gray 
lizard, while the lace stay, upper edg- 
ing and strip for vamp boundary are 
in this material. The heels are of 
ordinary height and the eyelets are 
blind. 

Mr. Lighton recently stepped out 
with a fine pair of cowboy boots done 
in rich black calf with stitching in 
red and white thread. The feature 
most pleasing to Mr. Lighton, he says, 
is the graceful lines of the boot legs. 

Rudy Vallee recently equipped him- 
self with twelve attractive pairs of 
sport shoes. While he is inclined to 


favor his white with brown, he also. 
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is fitted out with white with black, 
white with gray, and all-over whites. 
He has shown preference for rather 
plain numbers with medium toes and 
for a limited amount of ‘perforations. 
He has also bought, for dress and semi- 
dress purposes, two pairs in light 
weight black calf and one pair of 
patent leather, all made over his regu- 
lar custom last with medium toe and 
medium heel. 

Bill Powell’s most recent acquisi- 
tions have been a pair of black calf 
riding boots and a pair of plain patent 
leather oxfords. 

Orthopedic work for children is also 
a specialty of this fine shop and the 
children of movie stars are regular 
customers of Mr. Spezza. 


No Strike in Lebanon 


A news item published in a recent 
issue of Boot AND SHOE RECORDER 
stated that a strike occurred July 6 in 
the Lebanon, Ohio, factory of the 
Charles Meis Shoe Manufacturing Co. 
The company states that this labor 
trouble was merely a minor dispute 
affecting a single department, that it 
was promptly settled and the depart- 
ment returned to work July 8. 


Fyfe's Stocked on Fall Shoes 


DETROIT, MicH.—All Fall shoes are 
now in stock at Fyfe’s according to 
Frank Wood, manager of the Fashion 
Floor. 

“The public is responding to new 
styles favorably,” he reported. “The 
discriminating customer will buy, be- 
cause she is eager for something new. 
It is a matter of having the Fall stock 
available early. 

“We are featuring green, and bur- 
gundy or claret shades for early Fall. 
The standard colors of course also sell 
in volume. Suedes with either patent 
or reptile trim are decidedly important 
sales items. 

“We have decided that August is still 
a good selling month, even if many peo- 
ple are out of town.” 
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Wholesalers to Entertain 


New YorkK—The Wholesale Shoe 
Men’s Association of New York will 
hold its first annual entertainment and 
dance in the grand ballroom of the 
Manhattan on Sunday evening, Nov. 17. 

The stage show will be produced in 
the form of a radio broadcast with 
Harry Hershfield as master of cere- 
monies, Belle Baker, Sophie Tucker, 
Gertrude Niesson and five other out- 
standing stars on the program. The 
theatrical program will start at 8.30 
p. m. Bennie Rubin is chairman of the 
entertainment committee. 


Retailers Protest 


Unfair Discounts 


MONTREAL, CAN.—Hon. T. D. Bouch- 
ard, Minister of Municipal Affairs, 
Trade and Commerce, received his first 
problem at the local Government offices 
as regards the matter of “mass buying” 
versus buying by individual retailers. 
A delegation representing the Montreal 
Shoe Retailers Club waited upon him, 
and urged him to aid in eliminating 
what they claimed were abuses in the 
shoe business and especially in that 
branch of it known as rubber footwear. 
The delegation pointed out that there 
has been and still exists an altogether 
unfair scale of discounts in favor of 
the “mass” buyer as compared with the 
man who owns his own store, and the 
result is that the retail price does not 
represent a fair return either to the 
workers in the industry, or to the in- 
dependent stores. 

The delegation was composed of W. 
H. Mack, president of the club; L. J. 
Segall, L. J. Poirier, and Saul S. Ber- 
lin, legal counsel. Hon. Mr. Bouchard 
was assured by Mr. Mack that the or- 
ganization was anxious to cooperate 
with the Government at all times. 

The Minister thanked the delegation 
for its kind expressions, and deplored 
the conditions mentioned by the delega- 
tion, particularly as regards rubber 
footwear, and promised to make a per- 
sonal study of this matter with a view 
to effecting a general improvement in 
this business. 
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Chain Store Efficiency 


records are made available 


to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 
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H. Peterkon, Gea. Mor. 


HOTEL 


7th Avenue—5Ist Street, NEW YORK 


When making reservations, mention Boot & Shoe Recorder 


SHOE MEN LIKE 
THIS NEW YORK HOTEL 


Convenient to all shoe industries. 

Within 1 block to Radio City, 

Roxy, Capital, and many other 

theatres. 1000 cheerful rooms, 

each with bath, radio, servidor 
| and iced water. Daily rates from 
$2.50 single, $4 double. 


VICTORIA 





















THE TICKET 


os 


Autumn tones of brown, tan, 
orange, and gold are offered 
in the seasonal card and price 
ticket illustrated. The oak leaf 
design, and appropriate color- 
ing assure a perfectly blended 
window trim. 


The display card is 8” x 14”. 








OXFORDS 
GO 


Veo 





















SS 












CARD HOLDERS 


Oval base—burnished gold— 
three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 


Supplied with annual services. 
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Autumn Window Cards and 


Tickets Ready. Let Them 











Attract Customers 


DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 


14 snappy and informative selling messages 


each month for men's, women's, children's shoes, 


women's hosiery, store service, fitting, quality, styles. 
Single cards, 60¢ each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. 


tickets available. 


Samples of in-stock 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 


WITH STORE NAME: 


MERCHANDISING AIDS 


— Pouy Cup 
for Price Tickets 





Pouy SHOE 
OLDER. 


Pat. Pending 





Polly Clips 
for Price Tickets—Adiustable— 
Tilt at any angle. 


Yo gross ............. $2.25 
PIN os kb abs . $4.00 


Polly Shoe Holder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 


Recorder Stock Record 
Tickets 


for shoe cartons. Clips in- 
cluded: 


100 tickets, $3.00—200, 


$5.00 


1935 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


SPECIAL: 


Combination of one gross Polly 
Clips and one gross Arrows, only 
$5.00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 


SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 





SERVICE | MONTHLY HOLDERS TICKETS 





No. | $5.00 6 100 





No. 2 4.00 4 100 





No. 3 3.00 





No. 4 2.25 























FOR ITSELF «- IN 


INCREASED BUSINESS 
fal /Miil Coupe Vow 





1995 4 | 1945 


ane 

. 
UN 
“L’: Cream board; “Z: Orange and “C” Midnight blue “B”: Blue bar with 
silver bar and dark green design on and vermilion de- orange sunburst on 
blue trim. corn-color board. sign on buff board. silver board. 
“A”: Same design 
white board— 
brown bar—orange 
sunburst. 




















Size: I'/2” x 234”—Prices on opposite page. 





When writing advertisers please mention Boot 
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Hosiery. (Cross out 


CARD 
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STORE NAME 
STREET 


For 
$1.00 
for 


subscribers 


month. 


cash in advance, full year’s 


J 
et 
=) 
z 
z 
et 


additional 


. per year, payable 
each month’s service deliv- 


per 
card holders. 


forelgn 
must be drawn on U. S. 


we agree to pay 
month 


For this service we will pay 
service, 5% discount. Checks 
banks, or Include exchange. 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, 

per 

ered, and agree to return the 


from 


FOR 





MERCHANTS SERVICE DEPARTMENT 
BOOT € SHOE 
15 COV / 


209 S:STATE ST: CHICAGO:ILL: 




















please, unless C.0.0. preferred 


AUGUST, 
Service 


continuing monthly for one 
IMPRINTED 


consisting of 
TICKETS, at 35¢ per fifty, 


Card 


Pe card holders (with 
the first month’s service), 
additional. 


Recorder ‘‘Selling Messages,” 
with 
for 


beginning 
blank tickets each month, 


Please enter our order for the 


year, 


and Shoe Recorder 
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CLA/IFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 








SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








WANTED, 


by a large middle west manufacturer, 
side line salesman to handle children’s 
stitchdowns in the north, northwest, 
and western states. Give full particu- 
lars in first letter. 

Address E377, care Boot & Shoe 
Recorder, 1627 Locust Street, St. 





Louis, Mo. 








ALESMEN: — STITCHDOWNS, — PRE- 

WELTS,—SHADOWELTS,—Complete line, 
several grades each construction, fast patterns, 
popular prices, volume case lot business only, 
strictly commission basis, excellent opportunity 
for real volume selling salesmen only. Follow- 
ing territories open:—1.—Texas, Oklahoma and 
Arkansas. 2.—Southern States from Richmond 
to New Orleans. Write particulars stating 
territories covered, naming accounts sold, vol- 
ume of business recently, qualifications and ref- 
erences. Address E-362, care Boot & Shoe 
ee 239 West 39th Street, New York, 


T°? carry an established line of better grade 
padded sole slippers on commission basis. 
(Preferably as a side line with shoes.) Be 
sure to furnish references, contacts, etc. States 
now open are:—Washington, Idaho, Oregon, 
Montana, Utah, Kansas, Wyoming, and Arkan- 
sas. Address E-385, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





ALESMEN-—-sideline—all territories.  Com- 
plete line high grade shoe polishes, priced 
right to merchants. Wonderful proposition. 
Large commission. Address E-386, care Boot 
& Shoe Recorder, 209 South State Street, 
Chicago. 





SALESMEN Wanted for state of Pennsylvania 
to carry complete line of juvenile shoes— 
Commission basis. Must have experience and 
following. Address E-372, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
— S; 





WANTED: An experienced salesman familiar 
with high-grade men’s shoes to cover the 
states of Illinois, Indiana, Ohio and Michigan. 
The line is well established in the largest and 
best accounts in this territory. Applications 
positively will not be considered unless the 
following information is given: First, list of 
lines carried and territory covered for the past 
ten years; second, list of at least fifteen retail 
references in this territory to whom we may 
write. Address E-373, care Boot & Shoe 
Recorder, 209 South State Street, Chicago, III. 





ALESMEN WANTED—by manufacturer of 

nationally known high-grade line of Goodyear 
Welt shoes for Infants to Growing Girls. Ter- 
ritories: Mich. and Ind.; Ohio; IIl.; Texas, 
Okla., La., Ark.; Ky., Tenn., Miss., N. & S. 
Car., Va., W. Va. Big in-stock dept. Many 
distinctive features. Adv. co-op. Commission— 
payable weekly. Write fully. Address E-375, 
care Boot & Shoe Recorder, 209 South Street, 
Chicago, IIl. 





EXPERIENCED salesman to carry, either as 
side line or complete, outstanding men’s, 
boys’, and women’s arch shoes. Straight com- 
mission basis only. Address E-376, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


ALESMEN with established shoe accounts 

wanted in all sections to handle as side line 
on liberal commission basis our Nationally 
known line of Pre-Welts. Exceptional oppor- 
tunity to make your traveling expenses if you 
mean business and are a hustler. Samples 
ready. W. C. Goodger, 82 St. Paul Street, 
Rochester, N. Y. 








WANTED side line salesman to represent a 
manufacturer’s full line of house slippers 
and ladies’ shoes, to cover the bigger trade. All 
territories open, commission basis. Address 
E-379, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





ALESMEN wanted for the following territory, 

Penna., Maryland, Ohio, Virginia, North and 
South Carolina, New York State to sell low 
price novelty and orthopedic shoes, can be had 
as side line. Do not apply unless you have 
successfully sold shoes in these territories. 
PLATELL SHOE CO., NEW YORK. 





SHOE salesmen to handle fast selling line of 
shoe ornaments as side line. Good opportun- 
ity, commission basis, state references and terri- 
tory in first letter. Address E-380, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





HOE SALESMEN: To carry line of children’s 

shoes. Exclusively or as side line. Give age, 
experience and send us reference. Shoes to 
retail from $1.00 to $1.95. In Stock. Jobbers. 
Address E-381, care Boot & Shoe Recorder, 
1627 Locust St., St. Louis, Mo. 





SHOE Salesmen desiring a pocket side line 
paying good commissions and easy to sell, 
— Paul Hunter, 86 Ellicott St., Buffalo, 





WHOLESALE or Retail. 20 years’ experi- 
ence buyer, owner, salesmanager, advertising, 
House and Road. Prefer Boston but will go 
elsewhere. Address E-365, care Boot and Shoe 
Recorder, 140 Federal St., Boston, Mass. 


MANAGER-SALESMAN DESIRES CON- 
NECTION—15 years’ experience with In- 
dependent and chain stores. 36 years old. Can 
furnish references. Address E-384, care Boot 
& Shoe Recorder, 239 W. 39th Street, New 
York, N. Y. 








Need A Chicago Man? 


Have covered the Chicago terri- 
tory for the past 35 years with 
just two lines of men’s shoes. Am 
now open for a good strong line 
of men’s medium priced shoes to 
sell in the city and immediate sec- 
tion. Know the trade thoroughly. 


JOHN GOEBEL 


6544 Newgard Ave., Chicago, Ill. 











XPERIENCED buyer and store manager, 

wide-awake business getter, age 33, good 
appearance, excellent references, go anywhere, 
write EFF, 1976 N. Missouri, Springfield, 
Missouri. 

UYER-MANAGER—for shoe department or 

chain stores. Have wide experience as an 
executive, business getter and system managing. 
Twenty years’ experience in executive position. 
Prefers Middle West, will go anywhere. Address 
E-383, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


PROFESSIONAL Window Trimmer and 
Salesman desires permanent connection. 16 
years’ experience. References. Address E-382, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


SALES MANAGER, highest rated Style man, 
ladies shoes, well acquainted with all the 
leading Chain Store and Department Store 
buyers, open for connection with well established 
manufacturer; sell $3.50 to $6.50 retailers; 
strictly commission basis. Address E-378, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 

















address should be counted. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. | 
When a box number is desired twelve words should be added for the address. In all other cases each word of the | 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
gar Advertisements for this page must be in our New York office on Friday of the week preceding publication. “g] 
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FOR SALE POSITION WANTED MERCHANTS’ NEEDS 


CREDIT and Collection Man, | 28, Married, 
FOR s A I E College Graduate with 8 years’ experience in 
the retail shoe nga desires connection = 
. . an active concern eferences on request. 
Three National Cash Registers, dress E-369, care Boot & Shoe Recorder, 239 
specially constructed for shoe store West 39th Street, New York, N. Y. 
use, will sell at a sacrifice. 


NORWOOD SHOE CO. 


1 a Ga eae WANTED TO PURCHASE 


Wis, as cen etnare, fe 
. “What have you?” ress Jas. 
BUSINESS OPPORTUNITY & Wek Inoue Ce. 









































YOUNG MEN Buyers of Surplus Pippy = FREE Get eur grat Dancn 
THE TIME IS | [ages 


a 
RIGHT: KIRSCH-BLACHER CO.., Inc. “B.”” 1607 Broadway, v 
106 Duane St. New York 
To get into business for ee ee ‘A PHENOMENAL SUCCESS 
yourself— | 


eee ot that tells 
ho ttraet 


1. eee Ine., Dept. 

















A large middlewestern organiza- CASH FOR BRANDED SHOES 


tion offers you the opportunity. 
If you are an experienced shoe RETAIL OR FACTORY STOCKS 
: I. Miller, Nunn-Bush, Geller, Beck, 


_ ; References: I. . 5 5 
ee have confidence in your Saks—5th Avenue, Melville, Bostonian, etc. 


ability—can give A-1 references as 
to character and reliability and “se 6 8 Se 


make small capital investment— Telephone: WORTH 2-5180, 518! 
Write 


Address E374, care Boot & Shoe 
Recorder, 1627 Locust Street, St. WE BUY 

Louis, Mo. Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 


Foreign Representatives tonians, Ete, 
Firm of Agents in Holland wish to represent ven aoe THE DUNDE SHOE RESHAPING 


in Holland and Belgium all articles necessary 
in Shoemaking except leathers. 89 Reade St. Cor. Church MACHINE 


Particularly interested in representing a Phone Barclay _7-7887 New York City A Sensational Shoe Reshaping Machine. 
company which manufactures Box Toes. Practical for conforming of shoes. Eco- 
Address nomical operation. Eliminates slipping at 
per * J. oe, pe ea ' eee —— heels, gapping at sides. Practical for 
gentuur en Tange Holl: oe ST TATE, ae SN ATER NG Sf every fitting need. Dealers everywhere 

jongen, Holland. me id are satisfied users. Send for catalog. 


HOE SALESMEN-—Start a profitable busi- DUNDE_ SHOE leeeiastathied DEVICES, INC. 
ness of your own. Dr. Pyles’ Foot Oscillator 13 EAST 37th ST EW YORK, N. Y. 
is a coin-operated, foot health device protected 
hy patents granted. No competition. $1,000 


investment earns $200 monthly. $2,000 invest- 1) P | F to ill t 
t 400 F hi f <g Pe yie 00 se ator 
woh ninshe aon from Maine a * ow enger ae 4 * pee Rong ee = oe Semeeiind 
vet ° . to the soles of the feet soothing, invigorating oscilla- 
Florida. Call in person. _Out-of-town appli- tions; stimulates nerve terminals; increases circulation of 
cants write. Vi-Ped-Ex Co., 13 East 37th in S aint L re) H s the feet; breaks up ad- 
Street, New York City. i ul hesions. Brings to your 
customers INSTANT 
NINTH & WASHINGTON fost seliet, Mabes = 
ting easier and quicker. 
+] aia” “, Eh sn Vets oat ila Steps up sales and 
MERCHANTS’ NEEDS ee eign ae OD OR sane” ties ean 
leading department 
stores and retailers 


i i throughout th bly 
DISPLAY © 9° Ts bewit | HRS EH 


new hotel is located in 


00'se$ 
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the business, theatre and 
Again SEGALL & SONS Toke - 
the Lead by Presenting Display shopping center of the 
Equipment in the Newest of ‘ 
Modern Designs at Prices You City. Garage Service. 
Will Find Most Agreeable. 
A special folder, has 


ene e Iwo 
SEGALL & SONS FAMOUS RESTAURANTS rite your nearest distributor 
923 Arch St., Philadelphia Coffee Grill...The Rathskeller tg “hea, mi. 


Vi-Ped-Ex Co. of New York, 13 E. 37th St., N. Y. C. 
Marmer’s, 3626 Warsaw Ave., Cincinnati, Ohio 











Report Business Increase — | ieeiiae 


Saur LAKE City, UTAH—The Enna | isibiidicdiitililiiiitheciSaictoiSaCneyereas Shee Store Sold 
jetiek Shoe Store ‘reports substantial SE $30 ance eae — Dasa Tl 
SINGES §=INCTORSES. en SuUrriston, ie owner of the Davis Shoe Store at 9227 


formerly with the Strutwear Hosiery Mack Avenue, on the east side of the 
Company, and “Nat” Marron, formerly oi / nox city, has sold his store to Ben Kramer, 
with the Interstate Shoe Company, e who operates the store directly in his 
have been added to the store’s per- WH. F. VICTOR, MANAGER own name. Mr. Davis is remaining as 
sonnel. 2 ™ ict manager of the store for Kramer. 
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PAY. ] f To 
Our Advertisers In This Issue 





Bids Asked on New 
Type Army Shoes 


Boston, Mass.—The United States 
Government apparently is preparing to 
do some experimenting with service 
shoes of the type issued to enlisted men 
in the army and to members of the 
Civilian Conservation Corps. 

In advertising for bids for 375,000 
pairs of these shoes (bids to be opened 
Aug. 23) manufacturers are asked by 
the commanding officers of the local 
Quartermaster Depot to make alternate 
bids—the first on shoes conforming to 
all the usual requirements; and the sec- 
ond to conform to the same require- 
ments with two important modifica- 
tions. These modifications include the 
use of a full middle sole instead of a 
sliptap, and also a whole rubber heel 
instead of a leather heel. 

These middle soles, to come up to 
specification, “shall be full length, 
seven irons in thickness and cut from 
full-grain oak or union-tanned backs, 
made from fine-haired, green, salted 
hides.” Furthermore, they are “to be 
No. 1 shoulder quality or equivalent, 
fine and firm, free from brands, cuts 
or holes.” 

Rubber heels must measure up to 
certain standards of hardness, resis- 
tance to abrasion, and ageing. They are 
to be of the metal washer type, three- 
quarters of an inch thick, with 13 nail 
holes; and “consideration will be given 
to the design upon the wearing surface 

of the rubber heel from the standpoint 
of preventing the wearer from slip- 


ping.” 


Returns From Trip 


PROVIDENCE, R. I.—Gustav Dreyfuss, 
owner of the North American Shoe 
Company, wholesale and retail, is on 
his way back to America following a 
seven weeks’ trip to Switzerland where 
he visited relatives. The journey was 
prompted by the serious illness of his 
mother who died shortly after Mr. 
Dreyfuss arrived at her bedside. 

While in the country he visited his 
sisters and other relatives, recalling the 
happy scenes of his childhood spent 
there. 















Vacationing in Europe 


Boston, Mass.— Miss M. Taylor, 
children’s shoe buyer for James Mc- 
Creery Co., Fifth Avenue, sailed Sat- 
urday, July 27, on the S.S. Champlain 
of the French Line, for a five weeks’ 











vacation in England and Scotland. 
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Just another of the reasons why 
Kali-sten-iks Shoes for Children and Senior Misses are a Capital Asset for 
the store which may wish to grade up, or has a natural pride in building 


on the solid foundation of Customer Loyalty. S T C kK 
a 


LIKELK is different—tanned by 
new special process developed exclusively for Kali-sten-iks, its full natural 4225 
grain makes it the ideal leather for children’s feet—as durable as elk— Black Likelk Plain Toe Blucher 
as soft as kid—easy to polish and will not skin or peel. Being porous, it 2t05,C&D 
permits ventilation for the feet. Kali-sten-iks give your customers’ children 5% to 8,B,C&D 
the right start in life. 8%, t0 12,4,B,C&D... 





NEW YORK ciTgTty Y WY LOS ANGELES, CAL, 


541 MARBRIDGE BLDG. $ } HAYWARD HOTEL 
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public a fair run for its money in appearance, comfort and wear—that’s 


why Happy Heels are real champions. Because a true champion must 


are real champions 
| 4 Built on honor. Put into honorably-made footwear. And giving the 


Spaulding Counters assure Poor-fitting counters mean take it, and continue to take it. Spaulding Counters do just that. They 


straight backseams — per- twisted backseams—an un- 
fect balance—longer wear balanced shoe —rundown are Custom-made to the last, fitting the shoe perfectly so the shoe may fit 
r 


—because they’re made to heels and repair bills fo 

g sai the heel perfectly. The quarter stands up. The back-seam stays straight. 
Spauldings do not blister heels. And the perfectly combined long-fibre 
hemp and imported flax of which they are made enables these champion 


counters to take any amount of grueling punishment in the way of hard 


PAULDING knocks and long wear. 


To tie in with the Champions, just call for “Spaulding Counters” when 
Counter ' 
“nade in North Rochester, ‘sS you write your next shoe specifications. 


NO OTHER PART OF THE SHOE MEANS SO MUCH...AND COSTS SO LITTLE 





When writing advertisers please mention Boot and Snoe Recorder 








SCHOOL DAYS, 

























SCHOOL DAYS. 





Only a few more days left before schools open 
for the Fall Term. This represents the biggest 
selling season of the year in children’s shoes and 
there is a tremendous business to be done in 
very few days. It is an established fact that 
nearly every child returning to school is a pro:- 
pect for a new pair of shoes. 


If you haven’t already ordered these shoes, co 
so immediately, Endicott-Johnson is prepared 
to rush them to you at once. 


BOYS’ SHOES 
IN-STOCK 


TO RETAIL AT $2-00 To $2.5 
WELTS 


5812—Gun Metal Bal, welt, oak 
sole, os leather heel. Sizes 1/6. 
WEE dc ecccncubacanot $1.6742 


5803—Gun Metal Blucher, welt, 
no-mark sole, rubber heel, grain 
inner. Sizes 1/6. Width D..$1.55 
5803%—Same in Little Gents. 
Bless O/ISH 2. .cccccccceces $1.40 


5830—Black Mucky Grain bal, 
welt, gun metal vamp, collar and 
foxing, leather sole and heel, grain 
inner. Sizes 1/6. Width D.$1.75 


5829—Same in Dark Tan. 


5804—Gun Metal Blucher, W:\t 
Oak Sole, rubber heel, grain inn-r 
Sizes 1/6. Width $1.65 

58044%4—Same in Little Ge 
Sizes 9/13% $i 


5802—Gun Metal mel, am. 0- 
mark sole, rubbe I, grein 
inner. Sizes 1/6. wiath D. .$1.55 


5813—Same with oak sole. .$!.65 







Ask the E-J salesman in your 
vicinity to show you the complete 
line. 











GOOD OLD GOLDEN RULE DAYS! 





McKAYS 


6531—Black Grain Bal, McKay, 6548—Gun Metal Bal, McKay, 
Gun Metal tip, eyelet plug and cord vamp, composition sole, 9/8 
foxing, composition sole, _ 9/8 leather heel. Sizes 1/6....$1.35 
leather heel. Sizes 1/6....$1.35 6535—Same with wing tip. 
6547—Same with rubber heel 





$1.3242 


6523—Gun Metal Blucher, McKay, 
leather sole and heel. =o 


6523/4—Same 
Sizes 11/13% 
6611—Same with cord tip and rub- 
ber heel $1.4742 
6611%—Same 


6517—Gun Metal Blucher, McKay, 
composition sole, leather heel, steel 
plate. Sizes 1/6 $1.40 
6517%4—Same in Little Gents. 
Sizes 8/13% $1.2742 
6515—Same with rubber heel, 
$1.3742 
65154%4—Same 
Sizes 9/13%4 


Sizes 9/13% 


6627—Gun Metal Bal, McKay, 
leather sole and heel. — on 


WE ARE COOPERATING WITH 
THE NATIONAL BOOT AND SHOE 
MANUFACTURERS ASSOCIATION 
IN CONTINUANCE OF MINIMUM 
WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 
1S MANUFACTURED UNDER 
THESE CONDITIONS 














See the next two pages for Misses’ 
and Children’s Shoes carried in 
stock by Endicott-Johnson. 
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1753— Misses’ 


1445—Misses’ 
Blucher 


1444—Same_ in 
2%/9 


Sizes 2 
1447--Same 


ICO] | - 


18142—Same in Child’s in Brown, 
Sizes 8%/12, Width C..$1.30 


Patent Front 
Strap Pump, Grey Stitch, 
Oak Sole, Sizes 12%/3..$1.22'2 


Black_ Elk 


Oxford, Half 2%/9 : y eian 
Double Oak Soles. Sizes is ae 


1446—Same in 
%/9 


in Brown Elk, 
Misses’ Sizes 12%4/3....$1.1742 


MISSES’ AND CHILDREN’S SHOES 


IN-STOCK 


To RETAIL AT 9]-990 yo $Q-00 


1813 —Misses’ Black Chevron 1823 —Misses’ Gun Metal Calf 
Embossed Suede and calf Oxford, Grey Stitch, 
oxford. Sizes 12%/3, Sizes 12%/3, Widths 
Widths B/C ..ccccceee. $1.40 BEY wikkuweedsbebes ese $1.4 


18132—Same in Child's, Sizes Vo—S ild’s, Sizes 
8%/12, Width C ...... $1.30 1823 Saris. wit fe‘ re $1.30 
—Same Misses’ 5 
= einer ary ae ome. 1825 —Misses’ in Brown, Sizes 
Mae - S otketccme $1.40 12%/3, Widths B/C....$1.40 


18252—Child’s in Brown, Sizes 
844/12, Width C ..... $1.30 


McKAYS 


1562—Misses’ Black Chevron Em- 
bossed Suede Blucher Ox- 
ford, Gun Metal Trims, Oak 
Sole, Goodyear stitched 





Tee ee $1.17 re er ee 
Girls’, we 274; 1422 —Misses’ Gun Metal 
seat eeeeeeeees +172 gg A Orford, Rubber 
Brown’ Elk, Sole, Sizes See | 
xy pape $1.27Y2 1423/2—Same in Child’ 7, 
BD ccccces 7 0.95 


OrEINDSOIN 























2601 


2602 


2602' 


2602! 


2186 


2186! 


2185 


21854 












“READING AND WRITING 
AND °’RITHMETIC” 


On these pages are illustrated ten shoes 
representative of Endicott-Johnson’s Fall 
line for Misses and Children, each and every 
one built especially to meet the require- 
ments of children and styled to appeal to 
both the kiddies and their parents. 


























Endicott-Johnson through its famed In- 
Stock and quick delivery services is ready 
to meet every demand of the retailer in the 
heart of the selling season. 


260i —Misses’ Black Calf- 2196 —Misses’ Gun Metal 2188 —Misses’ Gun Metal 
skin Oxford, Linol Oxford, Fringed Side & Embossed 
Leather Sole, Solid Tongue, Hooks and Suede Oxford, 
Leather ba Sizes He a a Sizes 1144/2 ....$0.8242 
3 d Sizes . 
se bvppeeutie AN $h.t5 $0.82/,  2188/%2—Same in Child's, 
= P Sizes 84/11 ..... 75 
2601%2—Same _ in Child’s, 2196%2—Same in Child's, 
Sizes 8/11%, Widths Sizes 8%/11l .... .75 2187 —Same in Misses’ 
MP éukwscuses 05 in Brown, Sizes ; 
2601%—Same in _ Infants’, RMSE 5. ccccues: -82'/2 
Sizes 6/8 .......... 95 2187/2—Same in Child's, 
2602 —Same in Misses’ in Sizes 8%/ll .... .75 


Brown Calfskin, Sizes 
12/2, Widths B & D 1.15 


2602/2—Same in Child’s in 
rath Calfskin, Sizes 





2186 —Misses’ Gun Metal 
Side & Black 
Grain _ Fringed 
Tongue Oxford, 
Rubber Sole. Sizes 
11%/2 $ 


2186'2—Same in Child’s, 
Sizes 8%/1l1 .... 





2185 —Same in Misses’ 
in Brown, Sizes 
BEIAFE .ccvencesee 8242 
2185%2—Same in Child’s, 
Sizes 8%/11 .... 












See pages 4 and 5 for Endicott- 
Johnson Boys’ shoes carried 
In-Stock. 
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